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—, NATION at the CROSSROADS? 


Must The American Electorate Make A Fateful 
Choice This Fall? ... That is a matter of opinion. 
Which Party embraces greater Americanism of 
principle is also a matter of opinion 


But there can be only one opinion about this: 


The Issues to be Voted Upon This Presidential Election of 
1956 Are the Most Important Put Before the People of the 
United States Since 1860 


here f Oe 


Do Not Let 57% of the Voters Settle The Issues 
In Which You Are So Vitally Interested. 


WHATEVER YOUR PARTY ¢ WHATEVER YOUR OPINION 
HELP GET OUT THE WHOLE VOTE 


Urge your employees to register and vote. Allow them time 
to do both. Post notices, talk to them, remind them and 
all your business acquaintances, friends and_ relatives, 


THAT A CITIZEN’S FIRST DUTY IS TO VOTE 


If intelligent men and women will not vote they betray 
their country to the unprincipled and ignorant. 
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VOICE of the TRADE 


*“PPROPERTY is the fruit of la- 
bor; property is desirable; is a 
positive good in the world.” 


Abraham Lincoln. 


* *% *% 


SHOE retailer hospitality is pro- 
verbial. The shoe men who travel 
find that they are members of a 
Many of them 


friendly family. 





visit one another’s homes and en- 
joy the neighborliness that comes 
in the common denominator— 
shoes. 

Most worthy of note is the Cin- 
cinnati Shoe Retailers camp, to 
which all shoe men visiting the 
convention at Cincinnati in mid- 
June were made welcome. This 
camp, now free of indebtedness, 
was organized and has been kept 
alive by shoe retailers for over 
thirty-four years. It is the only 
Summer home, owned and con- 
trolled by shoe retailers in the 
land. The retailers hold meetings 
in their own club house each and 
every month of the year. Only 
retailers can hold office. Manufac- 
turers, salesmen and shoe men may 
belong as honorary members. The 
Cincinnati group owns a_ club 


house, a large athletic field, picnic 
grounds, dance pavilion and many 
other camp features. It is ideally 
located upon the banks of the Ohio 
River and a short distance from 
the city limits. The most praise- 
worthy feature of it all is the fact 
that the original founders, as well 
as the present active officers and 
members are what you might call 
“outskirt” retail shoe dealers. Men 
from neighborhoods know what it 
is to be neighborly. 

It’s a splendid example of the 
common bond of friendship un- 
der the philosophy of cooperative 
competition in the public service. 

% * * 
VIC JENSEN, governing director 
of Vic Jensen’s Pty. Ltd.—‘‘Having 
the Largest Stock of Family Foot- 


wear in Queensland,” says: 


RECORDER 
be Sef 





“We have been subscribers to 
your journal for many years and 
I do not wish to lose the continuity 
of your shoe magazine. I feel that 
no live footwear distributor can af- 
ford to be without it. I do enjoy 
all the articles and I think Australia 
could do well by taking advice from 
the columns of the RecorDER and 
be up and doing, particularly in 


Page |! 


reference to your conventions which 
must be a great factor in your coun- 
try to improve the trend of thought 
among the manufacturers, distribu- 
tors and also the public. Unfortu- 
nately, we have so many vacant 
spaces in our continent, perhaps the 
lack of population prevents our 
boot people from doing things in 


this respect.” 
* * 


snoes ANnHOY 


RR. H. FYFE & COMPANY of 
Detroit, in their ten-st6ry air-con- 
ditioned building devoted entirely 
to fine footwear, tell of a thrill 
that comes once in a lifetime. In 
a very nautical advertisement, 
Fyfe’s say: 

“We met the Captain half way 

. and service like this is avail- 
able to you wherever you’re spend- 
ing the Summer. 

“The Lake Steamer, Harvey D. 
Goulder, was on her way from 
lower Lake Michigan to Lake Supe- 
rior. Her Captain wrote us from 
Racine, Wisconsin, ‘On Board the 
Steamer Harvey D. Goulder— 
Please send me by mail a pair 
of your white shoes, No. 1468-9D, 
to Str. Harvey D. Goulder, Canal 
Station, Sault Ste. Marie, Mich.’ 

“We met the Captain half way 





on his voyage to Duluth with the 
exact pair of shoes he wanted. 
. .. And, as the largest shoe store 
in the world, we stand ready to 
meet all of our customers half 
way —or even better—in shoe 
value, shoe style and shoe com- 
fort. You'll find us the friendliest, 
as well as the largest, shoe store 
in the world.” 


* * * 


Hi. N. FISCH, sales manager for 
H. J. Justin & Sons, Inc., of Fort 
Worth, Texas, received from a cus- 
tomer in Phoenix, Arizona, a very 
significant letter. The customer 
wrote: “I view with alarm this 
constant changing of lasts, espe- 
cially after I have found one that 
suited me perfectly. Unfortunate- 
ly, I have the same feet that I have 
had for over thirty years. They 
don’t change even if lasts do.” 

Which is something to remem- 
ber. ee 


MERLE SIDENER, president of 
Sidener, Van Riper & Keeling, Inc., 
Indianapolis, Ind., at the convention 
of the Advertising Federation of 
America, Boston, said: 

“There is no twilight zone. Ad- 
vertisements are either good or bad. 
They are truthful or dishonest. They 
are believable or misleading. Ex- 
perience proves that we can safely 
leave it to the Better Business Bu- 
reaus to decide. They have no axe 
to grind. They have but one master 


Tain 


to serve and that is the public inter- 
est. If they believe our advertise- 
ment will injure public confidence 
in all advertising, then it’s good 
economy for us to distard it, even 
though we might justify it technical- 
ly as truthful. Certainly the day has 
passed when the advertising indus- 
try can tolerate the advertiser who 
persists in the use of a type of 
advertising that prejudices the pub- 
lic against all advertising, merely 
because he says it pays him. Purely 
selfish aims must be sacrificed for 
the general good.” 
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STYLE 


17'S THE LATEST wt You 
STYLE we $ 


») 





—Jo Chamberlin had a splendid 
article captioned "Rainbows On 
Our Heels" in a recent issue of 
Collier's. 

— "A style," says Mr. C., "as a style 
is only a fad. Style with Comfort 
and Utility is another story." 

—If one were to write a story on the 
mortality of styles in the shoe 
world, the conclusions reached 
would be enlightening to say the 
least. 

—Each season scores of styles die 
a'borning; still more live only to 
see the light of day and the thumb 
of Acceptance pointing down. 

—To produce a style that the public 
wants requires more than a flair 
for the unusual. 

—A style to "make good" for manu- 
facturer, retailer and consumer 
must be one that will give comfort, 
serve a useful purpose, and live 
long enough to move from factory 
to foot with profitable interludes. 


Seute 6: Vile 


President 





BR UTH KERR, New York shoe 
stylist, at the California Shoe Con- 
vention said: 

“Blame for the tight-shoe trend 
belongs largely to the sandals wo- 
men began wearing several seasons 
ago. Women’s feet go wider and 
then they demanded party shoes 
that wouldn’t pinch, but still would 
be pretty. So the designers got busy 
and made some shoes intended for 
feet the way Nature made them, 
but far, far different from the old 
‘common sense’ type. 

“Girls are finding out that the 
new shoes are not only smarter, 
but help them to walk gracefully.” 


* * * 
DR. WILLIAM M. SCHOLL of 


Chicago was awarded the Honor- 
ary Degree of Doctor of Laws by 


11, 1936 


Battle Creek College in recognition 
of his work as a foot orthopedist 
in developing, commercializing and 
establishing all over the world ap- 
pliances to relieve physical dis- 
abilities of the lower extremities 
and in concurrently spreading in- 
struction upon the hygienic care 
of the feet. The award was be- 
stowed at the Commencement Ex- 
ercises (June 10) of Battle Creek 
College by Dr. Emil Leffler, presi- 
dent. 

The Honorary Degree of Doctor 
of Laws conferred on Dr. Scholl 
was also bestowed upon Dr. Wil- 
liam Gilbert Anderson, Prof. Emer- 
itus of physical education, Yale 
University. Dr. Irving Fisher of 
Yale was similarly honored in 
1935. Battle Creek College, it was 
said, has not conferred more than 
eight or ten such degrees in its 
history. Dr. John Harvey Kellogg, 
MD., LLD., for half a century in- 
ternationally known as leader in 
hygiene and race betterment, is 
President Emeritus and Founder of 
Battle Creek College, whose be- 
ginnings are more than a half cen- 
tury old. 

* * * 
ANOTHER case has come to our 
attention, tending to prove the old 
theory that a shoe store had best 
go after just one class of trade, not 
indulge in fishing expeditions in 
the other fellow’s territory. 

A certain store manager said: 
“We are known in our community 


as the leading merchants in high- 
grade corrective type shoes. But 
when we stood inside our store and 
saw so many girls go by wearing 
novelty shoes, our mouths began 
to water for some of that business. 
Why not? Our reputations, being 
second to none, would surely bring 
them in if only we had the right 
shoes. 

“So for several seasons we have 
had some style shoes. No great 
quantity, but absolutely right in 
style and price, right what was 
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being worn by the trade we were 
after. 

“But our corrective shoe reputa- 
tion, instead of being an asset, was 
almost a liability in the style shoe 
field. Suppose a girl saw a shoe 
in our ie and bought it. May- 
be it would suit her in every way. 
Yet when she wanted another pair 
the other stores could show her ten 
styles in her type shoes to every 
one we had for her. 

“Consequently we have never 
been able to build up that good 
old repeat trade which is the back- 
ground of our corrective business. 
When sale time comes it is always 
these style shoes that go into the 
sale. We have about decided to 
confine our investment to the staple 
and semi-staple shoes we know we 
can sell. And besides, maybe sales- 
men who sell corrective shoes the 
year round don’t have quite the 
right slant on shoes and feet and 
life in general to be successful in 
dealing with the young squirts who 
want the latest novelty every time 
they buy shoes.” 


* * * 


NAT WEINER, vice-president and 


general sales manager of Stix- 


Altman-Weiner, Inc., of Cincinnati, 
Ohio, says: 

“Local advertising, over the deal- 
er’s own name, has been the means 
of adding scores of dealers and 
department stores which ordinarily 
could not consider additional lines 
in our retail price range. 

“Naturally, I am proud of this 
record. But it seems to me that 
it is also a distinct credit to our 
industry. It shows that we are still 
receptive to new ideas, that our 
dealers are able to recognize real 
merchandising possibilities and to 
capitalize upon them to the fullest 
possible extent.” 


* * * 


DDR. JOSEPH LELYVELD, direc- 
tor of the National Foot Health 
Council, writes: 

“TI was delighted to read the ar- 
ticle in this week’s RECORDER and 
your Outlook Pledge of Service to 
Children. 

“We rieed the wholehearted en- 
listment of the entire industry to 
better child foot health. We must 
educate parents to replace chil- 
dren’s shoes frequently to prevent 
distortion caused by outgrown 
shoes. Children’s feet grow rapid- 


ly. At the same time their shoes 
become small, restricting growth. 
Lighter and more flexible leathers 
in uppers and soles will conform 
to growing feet and allow growth 
expansion. Lighter leathers com- 
bined with present fitting experi- 
ence and children’s feet will be 
better served.” 
* * * 

S6MIY outlook on the retail shoe 
business has undergone a complete 
change in my store since I com- 
menced to realize that I was not in 
the shoe business and that there was 
not a great deal of future for those 
just in the retail shoe business. My 
store is just the same, but when | 
discovered that I was in the acces- 
sory business, then a new and added 
interest was born. Instead of just 
selling shoes, we now merchandise 
the five necessary accessories so es- 
sential to the well-being of every 
woman, shoes, hosiery, hand bags, 
gloves and flowers. This newest 
item has been the means of our pre- 
senting a complete line of acces- 
sories to our patrons, and how these 
women like it!” So says Mrs. Alice 
Peterson, who has operated a smart 
family shoe store in Santa Ana, Cal., 
for many years. 


IN THE ZENITH SHOE STORE 














" SORRY , BUT 

THEN DON’T 
HARMONIZE 
WT Fivo.” 














f pattern and color, that will 
‘se pins is an open question 


ee v eloped with a tongue and 
or oxford and the pump for 


i mbin 2 the yest of all three. And the real news is that it is 
poke rong sorts of shoes, from sports to evening footwear. 
Dark ig suede, as a foil for all colors in alligator, like black, 


¥ 





blue, wine, green and even light gray, is high style. Leading the 
smoke gray combinations is one with the b patent leather. 
Smoke gray will “make ‘em or break “em” this Fall, with all the 


smart money on the “make em.” 
Marine blue suede is the dark horse which several buyers con- 
fided is the color and material combination with which they expect 
to steal the show for the next 60 days. They anticipated that early 
business in this color would be strong to go with the carried over 
[TURN TO PAGE 35, PLEASE] 
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See 


Above is the Dolcis Building exterior, 
showing shop front with canopy and mas- 
sive bronze metal columns; right, the 
entrance with windows on either side 


fitted with patent invisible glass. 


SS 


— 
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One Entire Floor, With More 
Than 60,000 Pairs of Shoes, 
Devoted to American-made 
Footwear in New Store of 
Doleis, Ltd... in London, 
Which Was Opened to the 
Publie This Spring—Manag- 
ing Director Extends Invita- 
tion to Americans Visiting 
England to Inspect This 
Unusual Shoe Establishment 


At the left, on opposite page, is the mez- 
zanine Floor of Dolcis, Ltd., devoted exclu- 
sively to the sale of American shoes; pic- 
ture at the right shows the three depart- 
ments: American (mezzanine), continental 
(ground), and English (lower ground). 


SHOE STO RE department for the sale of graded fitting, hitherto a 
practically unexplored field in England.” 
Mr. Upson extends a cordial invitation to Americans 
@UTSTANDING among the world’s beautiful retail visiting England to inspect the Dolcis store, observe 
shoe establishments is the new store at 350 Oxford its organization and operation and witness how Ameri- 
Street, W.I., London, opened in the Spring of this year [TURN TO PAGE 52, PLEASE] 
by Dolcis, Ltd., and 
known as the Dolcis 
Super Store. It is of 
special interest to the 
American shoe trade be- 
cause one entire floor is 
devoted to American- 
made shoes. 
“On this floor,” writes 
J. R. Upson, managing 
director, “we have be- 
tween 60,000 and 70,000 
pairs of shoes, purchased 
from some of the best 
makers in America. We 
have given a great deal 
of thought and effort 
to the organizing of this 


Another view of the en- 
trance to new Dolcis, Ltd., 
store. 
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BBACK of National Fall Shoe Opening, Aug. 15, is a 
selling principle that has proved itself in the splendid 
success of this event in both 1934 and 1935. Simply 
stated : 

Those who buy early, buy later. 

Those who buy late, buy less. 

As you increase your early season buyers 
you increase your season’s sales. 
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National Fall Shoe Opening Marks 
the Dramatic Entrance of a 
New Selling Season 


by R. E. ANDRUSS 


In other words, the style-conscious customer who 
buys in August and early September is a good prospect 
for other shoes later in the season, but those who wait 
until later for their first Fall shoes will then try to 
worry along until sale time to get other shoes. 

The importance of the early Fall opening is ap- 
parent. This is especially true this Fall with conditions 
improving. At the Shoe Fashion Guild convention, a 
successful buyer states, “There is every evidence of 
economic betterment, together with marked improve- 
ment in the public’s interest in fashion. The italics are 
ours, used to emphasize the importance of keen early 
Fall promotion that definitely puts your shoes into the 
Fall style picture among the style interested women in 
your community. 

There’s further support for National Fall Shoe Open- 
ing, Aug. 15, in the new merchandising idea set forth 
at the semi-annual Style Conference this Spring. 

One of the stylists advised dividing the Fall season 
into three parts. First, August and September. Then 
October, followed by a third period, when severe Win- 
ter weather footwear is featured. The timing of these 
intervals dates the first period to begin in mid-August, 
[TURN TO PAGE 49, PLEASE] 








Above—Layout for cooperative news- . 











paper ad supplement or series. In the 








center an article on new shoe style 
features (see text). 


Against a simple background of tan 
panels set off with brown and orange 
trim, use a brown mat-board panel 
with tan cut out lettering, and a 
decoration of Fall leaves. On five 
plateaus group shoes to show (1) the 
new patterns, (2) Fall colors, (3) 
Fall materials, (4) and (5) Fall Lasts 
and Heels (see text). 
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a Look Pardnen— We have repeatedly pointed out that Kistler “BENCH 
BRAND?” sole leather can be a sales-stimulating feature 

See the Fine Sales Record of men’s street, dress, sport and heavy-duty shoes. The 

: ‘ public, ever mindful of its own interests, values solid, 

of Men’s Shoes with serviceable sole leather and favors shoes with it. Our sales 


Kistler Bench Brand records as well as dealers’ sales records certify to that. 
Leather Soles.” KISTLER “BENCH BRAND” SOLE LEATHER 


shows high resistance to deterioration under severe con- 
ditions of climate and service. Our process of tanning 
gives uncommon strength to the fibrous structure of the 
hides. It provides “A Balanced Tannage” —the scientific 
blending of all qualities essential in sole leather to profit- 
able shoe manufacturing and merchandising in one 
brand—which to use sporting parlance is “The Top” 


FOUNDED 1840 
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DANGEROUS 


Three Major Pitfalis on the Road 





to Success as Indicated by an 
Expert iu the Study of Business 


Failures and Their Causes 


by ORVILLE ROMIG 














WV HY do retail shoe men sometimes fail in business? 
Or, for that matter, why does any business man fail? 

Fred C. Myers, of. Danville, Ill., who has handled so 
many bankruptcy cases that he knows all the dangerous 
curves and steep downgrades that mark the perilous 
road to failure, says there are three major reasons for 
business difficulties. One is insufficient capital; another 
is ignorance of business arithmetic; the third is a com- 
bination of carelessness and indolence. 

For seven years Mr. Myers held the position of chief 
clerk to Walter J. Grant, Federal Referee in Bankruptcy 
at the very busy court of Danville, Ill. For the past 









\* 


\ \ SAN 
NAUNSUFFICIENT Capny 
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three years he has been a Federal Receiver and Trustee 
in bankruptcy cases. And in the ten years he has han- 
dled personally more than ten thousand cases of bank- 
ruptcy. 

In the majority of failures, says Mr. Myers, ninety 
per cent of the assets of the business have been dissi- 
pated before the case gets to the court. With such cases 
there is no hope for rescue or resuscitation of the busi- 
ness. 

When a case comes before the court in which the 
liabilities and assets nearly balance, both Mr. Myers 
and his chief aid the bankrupt to make a new start. 
They offer him the benefit of their knowledge and ex- 
perience to establish a foundation for his business 
which is solid and lay out for him a course of business 
procedure based on the law of average which almost 
guarantees success. 

Mr. Myers cites one case where failure was due to 
insufficient capital at the start, which will interest am- 
bitious young men who want to go into the shoe busi- 
ness, This is his story: 

Business may be started on a shoestring but success 
seldom follows such a start. This is particularly true 
of the shoe business. Bureaus of business research tell 
us that the turnover of stock in the average well-man- 
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CURVES AHEAD? 


aged shoe store averages about one and seven-tenths 
times per annum; that net profit averages about one 
and seven-tenths per cent of the volume. It takes more 
than ordinary brains to beat the law of average. The 
boys who started the shoe business of which I speak 
had average ability as shoe clerks. They had never 
been in business for themselves. But they were the 
cheerful type, from whom people like to buy, and they 
did know how to fit shoes and much about leather 
and makes of shoes. Each of them sold more shoes 
day by day than anyone else in the store in which they 
worked. Admiring friends and relatives told them they 
were the real reasons for the success of the boss. They 
believed that themselves. 


NO really smart man will slave his life away for 
someone else if he can start a business of his own, these 
boys told themselves and each other. They had not 
been foolish. Each had saved his money and together 
they had about five thousand dollars. What was to pre- 
vent them from going into business for themselves? 
There could be only two answers to that question, so 
they said. One was lack of opportunity and the other 
was lack of initiative. . 

“If we had the initiative we would make the oppor- 
tunity,” one told the other. So they began to develop 
initiative and, sure enough, up popped opportunity. 
It was “Smitty,” who had sold the boss a line of old 
ladies’ shoes, who spotted the location for them. 
“Smitty” was a wise guy who never missed an oppor- 
tunity to make a prospective new shoe customer for 
himself. 

“Why don’t you put a shoe department in the big dry- 
goods store? You boys could sure make it go. But, 
for heaven’s sake, don’t let your boss know I put you 
wise. I’ve already talked to the head gazabo of that 
store and he’s hot to have you boys talk it over with 
him.” 

There are fellows like “Smitty,” you know. 

The boys had been reading about shoe departments 
in dry goods stores and had wondered if such a scheme 
would work. “Smitty,” who traveled out of Boston and 
made twelve states, assured them it was a cinch. He 
told them that all their personal trade would follow 
them to the new location. But that seldom happens. 


People are creatures of habit. Start a path across a lot 
corner and it is almost impossible to go around it to 
the corner, in spite of all the warnings for trespassers. 

Let’s cut corners here and say the department deal 
went through. Shoe departments were new to the town 
and time. Naturally, the boys made two mistakes which 
wiser men might have made. They agreed to furnish 
the department and to pay ten per cent on cash sales 
and twelve on charge business. Smart chain store men 
seldom pay for furniture in the shoe departments they 
install and never, no never, pay more than eight and ten 
on sales. But the boys were new to business methods. 
Experience comes in handy in deals like theirs but it 
takes time to acquire it. 

Their boss fired the boys as soon as the news of the 
new venture reached him. They had plenty of time to 
attend to their own business and they did not waste it. 
They stayed right on the job of fitting up the new de- 
partment. They did not get lonesome while at the 
work. All their friends came in with suggestions. The 
department cost them a bit more than eight hundred 
dollars. 


THE boys had hoped to work on through June and 
buy shoes for the new department as the men came 
through to sell the boss his Fall shoes. They were let 
out in latter part of May. They stuck around the hotel 
to meet the men as they came out with Fall lines. They 
soon found out that the men who had sold the boss for 
years would stick to the old account and that lines they 
bought would have to be new ones to the community. 
The head of the department store thought this might be 
a good thing and told them they should go East to buy 
their shoes. Going East gave prestige. He promised 
he would see they got plenty publicity through the news 
columns of the papers of the city. He did. He was 
strong enough to get the pictures of the boys in the 
paper. The heading read “They go East to buy new 
shoe stock.” And this cost the boys regular reading 
space rates. They learned something about advertising 
cost from this. 

And now we shall cut some more corners and get 
down to the time of a going business in the new shoe 
The business started off with a bounce. 

[TURN TO PAGE 36, PLEASE | 


department. 
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CAN GOOD RETAIL BUSINESS CONTINUE? 


EB USINESS is good! Unbelievably good—and shoe 
stores the country over, with only a few exceptions, 
report sales at retail—THE “TOPS”—for the past 
five years. So the five weeks ending July 4 record 
great shoe purchasing power and great joy in the 
land as well. Continuing public interest in white shoes 
indicates that many stores will sell regular shoes at 
regular prices through the month of July rather than 
rush into clearance because “it has always been done 
in July.” 

Many reasons for the bulge in business will be 
given; but the fact remains that the public needed 
the shoes and evidently had the money to buy. Great 
gobs of money went into circulation through the cash- 
ing of bonus bonds. The surprising thing about that 
timely contribution to purchasing power was that the 
commercial houses that ballyhooed most “hold onto 
your bonds, but if you must buy something, come 
to us” got a reverse kick back. Veterans don’t like to 
be patronized. They feel that they know what they 
want, when they want it and can buy without tutelage. 

So a surprisingly large amount of that money went 
into little items such as shoes and shirts and socks, 
and spending of money for the women folks on wear- 
ables. The consumer of today is much more literate 
than the consumer of yesterday and much more chal- 
lenging in the quality and quantity of goods purchased. 
We have long held an idea that what this country 
needed is an appreciation of Purchasing Power. What 
this country needs—is not politicians, but someone who 
could plan and direct the forces of modern consump- 
tion along the path of progress. It is somewhat of a 
wry commentary on the economics of the day when a 
gift of money by government would constitute the 
greatest impetus toward prosperity. But there it is, 
in the sales reports of merchants and industry in the 
month of June. We had been on the point of throwing 
overboard a fond illusion “that political agencies can- 
not develop and stimulate wealth-producing enterprises 
that make for continuous employment for men and 
women.” The fact remains that plenty of money was 
placed in the hands of people who “know most on 
how to spend it.” 

If retail associations were to vote medals of honor 
to men who help produce purchasing power, we would 
give one to George A. Hormel of Austin, Minnesota, 
of the packing house bearing his name. He asks other 
employers to sign a voluntary agreement similar to 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


the one he has put into effect. His Utopian plan is as 
follows: 

“A 36-hour week for employees between the ages of 18 and 
60, a $4.00 per day minimum basic wage for figuring hourly 
rate for common labor, with skilled workmen receiving pay 
higher in proportion, would mean an increase of $8.00 per week 
over the $16.00 per week which was the old NRA basis. On 
our payrolls in this country are at least 35,000,000 wage earn- 
ers. If each worker were given an $8.00 weekly increase it 
would mean $280,000,000 added money circulating through all 
avenues of trade each week, and the extra spending would 
create enough jobs to put 10,000,000 people back to work.” 

We would also like to see a purchasing-power trophy 
in the shape of commendation to those concerns, large 
and small, who are successful in producing and mar- 
keting, for the measure of their success is in the num- 
ber of men on their payrolls. Give a cheer to the 
man who makes a payroll—fifty weeks in the year. 

That retail statesman, Louis E. Kirstein, said in 
Boston last week: “Unless I misread American his- 
tory, it seems to me we are evolving into what might 
be called a social era—an era in which the community, 
through government, as well as through private en- 
terprise, will pay much more attention to the rank 
and file of the nation. Their status and their security 
will be one of our major concerns.” He might have 
added “their purchasing power solves: everything 
economic.” is gr bie. 

We could go on at great length to.indigate that the 
way to prosperity is to “move more goods” into the 
hands of those who can use more goods. The obstacle 
to their increased consumption is the difficulty of 
getting a margin of money over the bare cost of 
living, to satisfy the appetite for such goods and ser- 
vices as America so fruitfully provides. 

This purchasing-power study which we would like 
to see conducted by a group or federation of retail 
associations should also consider the obverse side of 
the shield. What a menace to purchasing power would 
be the staging of a strike in the steel industry at this 
time. Labor troubles and the drought at the moment 
present the most serious obstacle to the movement of 
purchasing power in the weeks ahead. Government 
relief funds will be used freely to bolster purchasing 
power in the regions affected by the drought; but 
what about the man-made shortage of purchasing 
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New Kind of Spectalty Shoe Makes 
Phenomenal Strides in Initial Year! 





N just one year Rhythm Step has become the fastest 

growing woman’s specialty shoe in America! Never 
has a specialty shoe broken so many sales records . . . 
in stores all over the country. 963 pairs in three days 
was one store’s record at the peak of hot weather . . . 
the first time they put Rhythm Steps on sale! Over 
8,000 pairs in another store in less than 60 days. 


Rhythm Step . . . a real style shoe with the lightness 
and daintiness women want . . . with extra comfort 
features has won smart women the country over . . . as 
no other shoe ever has! Letters pour in daily from 
enthusiastic wearers of Rhythm Step shoes . . . telling 


of the amazing buoyant comfort Invisible Rhythm 
Treads give. 


Get the Facts About Rhythm Step 
National. Advertising Campaign and 
Sales-Building Merchandising Plan 

Behind this unique-shoe that is sweeping America is 
a great national advertising campaign, dealer advertis- 
ing and display material unlike any shoe campaign 
you've ever seen. Ask about this compelling sales plan 
that is making Rhythm Step the most profitable spe- 
cialty shoe in America’s finest stores. See how stores 
with an exclusive Rhythm Step franchise are capital- 
izing on their Invisible Rhythm Tread feature that 
means an exclusive advantage without competition ! 
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E ond HEALTN ™ 
For Full Details Write to 


JOHNSON, STEPHENS & SHINKLE SHOE CO., 


St. Louis, Mo. 
Makers of Fashion Plate Shoes... 
Recognized Style Leaders for Over 20 Years 


$A29_~— ¢$ 
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RETAIL 


Slightly Higher West of the Rockies 
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STEWART & POTTER COMPANY, BROOKLYN, NEW YORK 


STYLE — SERVICE — FIT 


are indispensable factors in Last Making. For 
over fifty years, Stewart and Potter Company 
have maintained an acknowledged leader- 
ship in this art. 

Leading Shoe Manufacturers and Retailers 
know that shoes made over these lasts are 


foot fitters and always properly styled. 


Sf 


THE LAST WORD 


UNITED 


UNITED LAST COMPANY 
140 FEDERAL STREET, BOSTON, MASS. 
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REGIONAL /S SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 


T. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


stewart & potrenco, THE LAST WORD  ywiteptastco., trp. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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ONCE TABLOID WRITER, 
NOW A SHOE MAN 





Stanley Brown, Fermer Feature Writer for 
New York Daily Miérror, Opens Unique and 


Modernistie Bootery at Ircington, N.@. 


**THE Bootery,” an ultra-modernistic store opened 
recently by Stanley Brown in Irvington, N. J., a suburb 
of Newark, has several innovations for retail stores. A 
club and lounge room has been installed in the base- 
ment where only men’s shoes are sold. Stock on the 
main floor, devoted exclusively to women’s and chil- 
dren’s shoes, is placed in the rear in aisles faced by 
full-length mirrors which add length to the store’s ap- 


Above: Modernistic and attractive 
store front of Stanley Brown’s new 
Bootery at Irvington, N. J. 


Right: A view of the interior, show- 

ing modern furniture and equipment, 

also unique wall treatment, carried 
out in buff with red molding. 


STANLEY B. BROWN 


pearance. The aisles are partially concealed by red and 
buff drapes. No stock is lined against the walls, which 
are of buff finish with red molding. 

The store is in a new two-story building at the busiest 
intersection of the town. A large ruby red Neon sign 
giving the name of the establishment attracts quick 
interest. The two windows are of modern design setting 
off three separate breaks narrowing down to the door 
entrance. The windows have no valance, the artificial 
ceiling being set up high into the interior. The base of 
the windows is of black marble. The terrazzo floor in 
the lobby of the windows is of red and buff designed in 
the shape of an arrow leading to the store. The window 
awning is of solid red. 

The color arrangement on the street floor is of red 
and buff. There are sixteen streamline chairs with 
Chinese red finish. An alcove to the left leads to the 
basement. The staircase is of marble with a wrought 
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THE BOX TOE 


— hidden from view — 
‘yet highly important 
to the comfort and ap- 
pearance of any shoe 


ma \ 
UNITED SHOE MACHINERY CORPORATION \)\ 


BOSTON, MASSACHUSETTS 
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Cood-Looking 


WHITE 


all of them “ArchSupports” 


July Ads Tell of mokee fa 
| : —) | 
Sales and Summer | jt oun 


Chi lak wanes betcheation | 
BRETAIL shoe advertising in July is predominantly sale advertising, but Pe Ms Ldn 
that’s all the more reason why the merchant should strive to do a specially \¢ ere ky eg 
good advertising job this month. Due to clearance sale promotion, the FS A, Cet end they've premely comfort 
lineage is likely to run fairly heavy and the advertising is done with the 
primary purpose of producing direct returns in the way of actual sales. 
Therefore it should be carefully and thoughtfully planned with this end and 
purpose in view. The success of a clearance sale very often depends on the 
character and quality of the advertising. 

Along with the change in buying habits of consumers, and the greater 
emphasis that is placed today on such factors as style, fit and special fea- 
tures, there has developed a corresponding change in the advertising of 
clearance sales. No longer can the retailer depend entirely on the lure 
of price to get shoes sold in clearance season, for the number of customers 
who will buy a particular style or type of shoe merely because it is offered 
at a reduced price is much smaller than formerly. From all sections of 
the country we are hearing reports of the increasing interest in better grade 
shoes, which is merely an indication of the fact that more people now find 
themselves in the happy position of being able to pick and choose the style 
and quality that appeals to them, instead of being compelled to stick to a 
certain price range. 

People are always interested in good values, nevertheless, and the fact 
that a desirable shoe has been placed on sale at a reduced price will always 
attract interested customers who could not be attracted in any other way. 
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GLEAMING 


» » » » GALLUN’S VEGETABLE TANNAGE, 
COMPANION TO THE FAMOUS Norwegian Grain 


Horsemen have that fine appreciation of good leather which for centuries has 
been the mark of an aristocrat. They know that with proper care, Cretan Calf 
retains its pliability, finish, shape, and color through years of service in all 


weathers... A. F. GALLUN & SONS CORPORATION, Milwaukee, Wisconsin. 


GALLUN LEATHERS 


ALWAYS STANDARDS EXCELLENCE 
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- Barefoot Sandals Focal Point of Season's Bright and 
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This fact explains the psychology behind the clearance 
sale, and if such a psychology did not exist, a cut-price 
clearance would be useless. The point we wish to em- 
phasize is the fact that clearance ads must be something 
more than price ads if they are really to attract cus- 
tomers. They must be interesting, attractive and ap- 
pealing and they must show merchandise which cus- 
tomers will wish to buy if they are to do an effective 
selling job. 

Due to the sentiment prevailing among the majority 
of shoe retailers that sales should be rigidly controlled 
and limited as far as possible to a brief period at the 
end of the selling season, the month of June, in most 
communities, saw comparatively little sale advertising. 
But “the week after the Fourth” brought forth the usual 
number of sale announcements. Many of these af- 
forded striking evidence of the careful thought that mer- 
chants are giving today to the planning and preparation 
of their sale copy. Some of the department stores of- 
fered praiseworthy examples of this sort of sale ad- 
vertising, which glorifies the merchandise instead of 
cheapening it in the consumers’ eyes, by surrounding it 
with beautiful layouts and attractive illustrations and 
by presenting in the copy the salient selling points of 
the shoes. For example: 

“Two full Summer months ahead,” Lord & Taylor, 


yD 





1500 pairs of . 
summer sandals 
65 


treeh and Ughwvight fo whive Weems sar ip 
pateat leather pastels: bines, yellows, reds, 
pinks. duet soengh shee to he good and 
esol, at Just the right price to stock ap tor 
the emmmer, Three models tn linen, one be 
leather... alt brand sow. 


, 





vf New York, pointed out in an ad published Monday, 
July 6. “Take advantage of these drastic reductions to 
provide yourself with smart shoes for spectator and 
dress wear, 2500 pairs from regular stocks. Sandals, 
ties, pumps, oxfords. Buck, kid, linen or combinations. 
All sizes, but not every style in every size. Sorry, no 
mail or phone orders.” 

And Bloomingdale’s, in an ad featuring the entire 
stock of Summer shoes in its $4 Shoe Shop at $2.99, 
presents the story as follows: 

“Styles that will make your feet the smartest on the 
boardwalk—at the club—on the street. They’re unusual 
values at their regular price . . . at $2.99 Blooming- 
dale’s brings you a rare bargain in this $4 shoe shop 
sale. Sandals, oxfords, step-ins, straps, pumps in the 
smart fabrics of the season: Linen, picot, suede, patents, 
kid and buckskin. Heels high—low—medium. Built- 
up leather and covered. For active and spectator sports. 
All white, brown and white, blue and white color com- 
binations, with white and pastel patents. Also a few 
black patent leather sandals with open toe in high or 
low heels. Sizes 3 to 9, AAA to C in the group.” 

This very complete listing of the styles, colors and 
size ranges gives customers an accurate picture of what 
ig offered and enables them to visualize just what is 
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Left, The Paisley, No. 4715, Brown Velour Buck. Right, The Brighton, No. 4723, Brown Norwegian Calf. 


“With These New Styles to Display 
We Expect to Break All Sales Records!” 


E ARE enclosing our order for several Frank Jarman Custom styles we 
failed to include earlier, and we wish to take this opportunity to compli- 
ment you on your outstanding new Fall line. With these new styles to display, 
we expect to break all sales records. Frank Jarman Custom Shoes are winning 
us business we never had before, and their fine style and quality is creating more 
favorable word-of-mouth publicity for us than any other line we ever stocked.” 


oy ae 


Spence Shoe Company 
Knoxville, Tennessee 


Prank flarman Custom Shoe *62 


JARMAN SHOE COMPANY, NASHVILLE, TENN. * Division of General Shoe Corp. 


Coming in September. Jarman Coast-to-Coast Radio Program. 
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SHOES 
CourRTESY 
HANAN & Sons, Inc. 
New YorK 


QUAKER CITY NO. 10 
QUAKER CITY NO. 20 
QUAKER CITY BLACK 


A Kid Shoe For A Young Man 


$0 named because it would be at home abroad or in 
any city, “Globe-Trotter” is a shoe for progressive young men. 


ETS modified custom last is suitable for almost any 
informal daytime use. In Quaker City Kid, it is especially kind to 
busy feet, because this resilient, flexible leather postpones fatigue. 


QUAKER CITY DIVISION 
ALLIED KID COMPANY 
519 West Huntingdon Street, - - Philadelphia, Pa. 


ALoSTERED 
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WHAT’S FIRST FOR 


navy costumes, fresh Fall navy cos- 
tumes and the new stone blue. Early 
selling has already confirmed their feel- 
ing for marine suede as a strong intro- 
ductory material for new Fall models. 

The strength of their orders (running 
as they did, as high at 12 per cent of 
first placements) on marine blue suede, 
with a few blue alligators, has surprised 
Eastern manufacturers. So few sam- 
ples are made up in this color that 
buyers are apt to overlook its impor- 
tance for July and August, although 
the Styles Conference made clear that 
every retail stock should contain some 
new shoes in this leather and color. 

The activity on the coast indicates 
that every buyer should check on this 
situation in his own store and be sure 
to be covered on enough pairs for the 
next sixty days. 


Top Grades Selling Well 


Remember this is all about the wo- 
men’s shoes retailing at $10.50 and up. 
And there are plenty of that grade sold 
in Los Angeles, so it is perhaps easier 
to catch the trend here than elsewhere. 
Buyers here find their seasons open 
much earlier than in any other part of 
the country. For the most part their 
slogan is early to buy, early to size, 
work like Il and advertise. 

When the first Fall showings are 
presented to the public, starting this 
month, a clean cut program will be pre- 
sented. Practically all efforts are be- 
hind one material, sueded leathers, 
which will be presented in many, many 
different versions from active sports on 
through. At least eight women out of 
every ten will buy their first pairs of 
Fall shoes of suede leather in some 
form or another. 

Mention was made of the strength of 
dark gray as having potent high style 
possibilities. It has. But it will not 
be the volume seller by any means in 
the top grades. Possibly 10 per cent of 
the total sales will be on smoke grays, 
wines and greens. A little less will 
account for the blue selling, while the 
browns and tans will account for three 
times the gray, wine and green business. 
This means that more than half the 
smart shoes bought early in the season 
will be black. Some buyers indicate a 
belief that black will run up to a 
strong 60 per cent. 

Black was strong last year and under- 
estimated, but it will go at least 10 per 
cent better this year. It is felt this 
gain in black will come at the expense 
of the browns. 

In the bright russet browns, Spanish 
tan is picked as the most likely. Check- 
ing over the orders placed after they 
had been subjected to after-sample 
room revision, we find these colors 
picked to do the livening up job. Listed 
in their sales appeal, they are marine 


[CONTINUED FROM PAGE 15] 


blue, gray, green, oxblood and auber- 
gine. 

In sports clothes, London gray will 
be the heavy choice for early Fall. Then 


SSSSRogers Peet ¢ Makers of Fine Clethes===2 


How to be believed 
in advertising! 


We salute the Advertising Fed- 
eration of America now convened 
in Boston for their 32nd annual 
convention. 

We hail the progress of their 
“truth.in-advertising” movement 
whose silver jubilee they now 
celebrate. 

We commend 1m particular, the 
helpful attitude of the Censorship 
Committees of our daily news- 
papers who have done so much to 
rid their columns of false and mis- 
leading statements. 

Business success is the result of 
public confidence. 

Over a’half century ago, we took 
our stand for ethical practices. 

True, “a good name is more to be 
desired than great riches,” but that 
does not mean that a good name 
will not bring its own reward. 

Today, we have six stores (5 in 
New York and 1 in Boston) now 
concluding our biggest June in 
years. 

We credit this gain as much to 
our traditional stand for “truth in 
advertising” as we do to the pub- 
lic’s recognition of the modern 
Rogers Peet as a “style-authority”. 

Hung in our Advertising Office 
is the “adyertising credo” on which 
this business has been built. 





HOW TO BE BELIEVED 
IN ADVERTISING. 
Tell the truth in advertisihg, but say 


Jess in praise af an article than may 
truthfully be said. 


Und ¢ facts. E is the 
father of incredibility. 


Leger Teel 


See us also on pages 4 and 7 
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There is a useful and practical lesson in 
retail advertising practice in this ad by 
Rogers, Peet Company, which was pub- 
lished during the recent Advertising 
Federation convention. 
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FALL? 


the greens and wines will get a fair 
play. Los Angeles shoe buyers interpret 
this to mean a strong increase in the 
sale of black sport shoes; in fact, most 
stocks will be planned to sell two pairs 
of blacks to every three pairs of brown 
sport shoes. And that is a sizable in- 
crease over the previous way black 


“ shoes were bought. 


Los Angeles shoe buyers who have 
the ears of Hollywood designers have 
perhaps an edge on other shoe men, for 
these designers have emphasized that 
the Fall studio clothes will need sueded 
leathers to best complement the mate- 
rials and treatments of the new models 
they have designed for their stars. 
Then, too, the dull finish materials for 
sports clothes and the flat finish for the 
street wear suits practically eliminates 
all shoe material other than the suedes. 

Patent, reptile and calf will be gen- 
erously used in trimming with the 
sueded leathers. Alligator and Calcutta 
lizard will be the direct cause of mak- 
ing many extra sales, for the new 
shades and treatments of this leather 
will make them very good. 

The smartest leather combination 
which is right on the nose is suede and 
reptile for town wear, followed by suede 
and patent for the afternoon and cock- 
tail wear, self colors for the most part, 
too. 

There is just a feeling for bronze. 
Most of the bronze is detailed in san- 
dals and pattern pumps for 5 o’clock 
and after wearing. One buyer has a 
sweet number in a bronze kid strip 
pump, which he trimmed with bronze 
braid around the throat, bringing it 
down a little on the outside so that the 
effect of a O’Orsay was obtained. Three 
little bronze buttons set this off to per- 
fection. This year bronze “fits.” Pat- 
rons will buy it “for the occasion.” As 
for fabrics, it’s nay in the top grades 
for August orders. Later maybe, but 
August comes too close to the Summer 
fabric selling period. 

For years shoe stores have trailed 
along with just three costume acces- 
sories, shoes, hosiery and bags. None 
of them carried gloves. A fine job has 
been done on these three with plans for 
an even greater tie-up than before. This 
year, in a couple of the smarter stores, 
a fourth accessory is to be sold at the 
hosiery counter, artificial flowers. The 
reason—all suits whether man tailored 
or dressmaker tailored, need the touch 
of flowers, so these buyers have just 
added carefully selected nosegays to 
harmonize with the individual shoes, 
bags and hosiery in their stocks. Clever? 

Costumes have bulk at the shoulders 
this Fall, and naturally there must be 
bulk at the ankles so that the attention 
will be focused at both the feet and the 
shoulders. In this way shoes have be- 
come more receptive to dramatization, 
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Dangerous Curves Ahead? 


[CONTINUED FROM PAGE 23] 


One hundred the first day and the first 
week almost reached one thousand. 
The boys told each other that they 
would do fifty thousand the first year. 
The department store manager agreed 
with them on the prophecy. They 
would have to have more shoes righi 
away. They put in rush orders for 
fifteen thousand dollars. They figured 
that a fifty thousand dollar business 
at retail meant thirty thousand dol- 
lars at cost price. You see from that 
the mark-up was to give a gross of forty 
per cent. A bold mark-up for the times. 

This was the year of opulence, nine- 
teen-hundred-twenty-eight. Credit was 
easy to obtain that year. The boys had 
been able to buy eight thousand dollars 
worth of footwear with the four thou- 
sand they had to lay on the line. You 
will remember they spent eight hundred 
dollars on fixtures and furniture for the 
department. Well, it took another two 
hundred for the trip East. The boys 
had come back broke but happy. 

It takes no Calculus to figure that 
ten weeks of one thousand dollar busi- 
ness on a forty per cent gross profit 
will reduce a stock six thousand dollars. 
No wonder the boys began wiring for 
shipment of shoes on the second buy of 
fifteen thousand. 


Stock Replacements Arrive 


Only twelve thousand of those orders 
went through. The stock market had 
even then made some of the more con- 
servative credit men of the shoe busi- 
ness a bit skeptical about shipping to 
a new concern whose capital was, they 
knew, to be too small for a twelve thou- 
sand dollar extension. But most of the 
firms had acknowledged orders with the 
assurance that they would go right 
through. In about five weeks the new 
shoes began to come and in six weeks 
more than twelve thousand dollars 
worth had been placed on the front 
walk and carted to the rear. The head 
of the department store had suggested 
it would be good advertising to let the 
public see that large shipments came 
into the department. 

Business continued good right up to 
the time of the coal strike. This came 
about the twenty-first of August in this 
section of the country. Firms making 
contracts for steam coal put in con- 
tracts at this time. The railroads laid 
off men immediately, as in this part of 
the country the great part of railroad 
business was due to coal business. 

Business stopped right now. Twenty 
dollar days supplanted the one hundred 
dollar days. The third week in August 
business for the week dropped to less 
than one hundred dollars. 

Not only did shoe bills come in which 
could not be met promptly but the notes 
for the ‘first payments on their new 
cars came due. Yes, each of the boys 
had bought a new auto. They had been 


talked into this by a real auto sales- 
man. He told them that all big business 
men drove big cars as much for the 
advertising prestige as for the pleasure. 
They told him they could take care of 
the payments all right but that they 
had tied up all capital in new shoes 
and could not make the down payments. 
He said he could fix that and he did. 
His firm took notes for the first pay- 
ments. Notes to fall due in three 
months and renewable if they wished it. 


A Common Story—and Its Moral 


But the notes bore no contract for 
renewal. The auto firm had too many 
such notes and demanded payment of 
the boys. They would have lost the 
cars by the first of September if an 
aunt who had some money which she 
had saved during a long life of frugal- 
ity had not rescued them from the ig- 
nominy of car loss. Nothing would have 
seemed worse to them than to lose those 
cars right at this time. And the cars 
were so noticeable. One was maroon 
and one bottle green. So the boys kept 
the cars and the aunt lost her money. 

Another short cut and we come down 
to the last of October, with the strike 
holding on in this section. September 
had brought less than eight hundred 
dollars to the bank account of the boys. 
Of course the department store had 
continued to take their percentage out 
of sales each and every week. 

Some creditors had been a bit nasty. 
One of the smaller accounts against 
the boys was put into the hands of a 
young lawyer who was related to their 
old boss. The amount of the bill was 
light but it was not the kind of light 
that is hid under a bushel. Not by the 
young attorney at least. That news 
was broadcast. Then others sued. 

Once the toboggan starts and the way 
it gains momentum is something to won- 
der at with wide open eyes. What ever 
of confidence the boys may have had in 
their business ability had oozed away 
by September 15 and they asked the 
advice of a lawyer. He looked over their 
books and told them if they could raise 
four thousand dollars he thought he 
could square them with their creditors 
and get them time in which to work the 
thing out and continue business. He 
was sure, he said, that business would 
pick up again as soon as the miners’ 
strike got settled. 

For these boys to raise four thou- 
sand dollars would have been just about 
as easy as to move a mountain by faith. 

The petition in voluntary bankruptcy 
was filed in the latter part of October. 
One of the boys went to Detroit to take 
a job which “Smitty” of Boston got him 
and the other one went on the road on 
commission. 

The moral of this story is: “Don’t 
start a business on a shoe string, even 
if it is a shoe business.” 


What's First for Fall? 
[CONTINUED FROM PAGE 35] 


which several wise ones interpret as 
the real big news of the entire Fall buy- 
ing campaign. It means: High riding 
instep covering shoes. High front, but 
not high on the sides. Plenty of smart 
five-eyelet oxfords. High fronts with 
gores on the sides. Bootees in dozens of 
materials on several lasts and _ heel 
heights by the minority but more cour- 
ageous style buyers. Built-up effects 
coming in second to the oxfords. That’s 
what the confirmed order books reveal. 

Many high front step-in to meet 
that growing demand for shoes which 
need no fastening. Women are getting 
tired of buttoning and tieing their 
shoes. In this connection is a new high 
front shoe having a gored side and built 
over a round toe last in both high and 
low heels, which appeared on the buy- 
ing charts of several good style pickers. 

In the welt types no gingerbread 
rules the pattern situation. Style is put 
on up the front and down the sides. 
This hard to achieve effect can only be 
found in quality shoes; consequently 
there is a distinct line of demarcation 
between the various grades. 

Plenty of secrets relative to “end-of- 
day” shoes, so secret they will only be 
revealed when the shoes are on display. 
To say “Sandal types and dressy step 
ins” for these shoes sounds flat when 
most all know these shoes have run 
their usefulness. Shoes for this occa- 
sion are considerably smarter and much 
more distinctive. 

Daily evidencé abounds relative to the 
town’s stepping up in the matter of 
dressing from 5 o’clock on. Favored 
spots are crowded with dressy folk 
right after the 5 o’clock whistle blows, 
whereas only a short while ago, sports 
wear ruled right up to dinner time. 

Lasts are definitely fuller, with the 
square toe accepted and the plateau 
rejected. Los Angeles buyers never 
thought much of the plateau last any- 
way, save as a flash in and out proposi- 
tion. Some did not get out as well as 
they got in, so it was burned fingers 
for them. Round toes prevail for pre- 
cisely the same reason as the fitted 
Princess silhouette prevails in costumes: 
patrons like them. It is a definite trend 
and has the approval of the Hollywood 
designers as well as the acceptance of 
well groomed women. 


Liberal Vacation Policy 


Detroit, MicuH.— An _ exceptionally 
liberal vacation policy has been adopted 
by R. H. Fyfe and Company for this 
year, partly as a result of improved 
business conditions, President William 
T. Livingston stated. The company is 
granting a two weeks’ vacation with 
pay to every employee who has been 
with the store a full year, or since last 
July 29. 
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KANGAROO 
won AMERICA 


Unsurpassed for men’s Street and men’s 
Dress Shoes! Kangaroo is 17% stronger, 
weight for weight, than any other leather. 
It is as soft and pliable as fine kid. It 
won’t scuff easily. The grades of Kangaroo 
used in street and dress shoes have a tight, 
even grain that takes a high, lustrous 
polish. Kangaroo means real satisfaction 
for the customer, and real profits for the 
manufacturer and retailer. 


SURPASS LEATHER CO. piacern 
RICHARD YOUNG CO. new vor 
ZIEGEL-EISMAN CO. sosron 


When writing advertisers please mention Boot and Shoe Recorder 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry, if he follows the guide 
written in every-day language. 


pre fd COMPARATIVE TRIAL BALANCE yeas 
en —_ = = 
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The Most Complete Reeord 


of Finances in the Mest Convenient Form 








CONSISTING OF: giving you at a glance your net profits over any period 
—_ Beckkeoping to date, and any detailed information you may require. 
Daily Records— 
Departmental Records— The least entries—the least work— 
— the least chance of confusion or error. 
Daily Record of Salesmen— Sales DAILY— Receipts - 
Comparative Trial Balance— Sales Compar- a Disbursements NEW GOVERN- 
Cloth board loose leaf binder. ison bnonciiec Itemized Over- canaen Wenn 
50 Cost of Sales MONTHLY head“ ACCURATE AC- 
$10 Complete Returns FIGURES Net Earnings pha be 2 ‘n 
Postage Prepaid USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC- PAST. 
Schade it annie. whenend ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY 
Unless C.0.D. shipment DETAIL. REFILLS IN 
is preferred ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. STOCK. 








Merchants Service Dept. 

Boot and Shee Recorder 

209 South State Street 

Chicago, Ill. 

—Please send me the FINANCIAL RECORD, 
for which find check enclosed for $10.50. 

—Please send me sample sheets for inspection. 





<——QZMAIL THIS TODAY 
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WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL ... 


Experienced manufacturers and retailers 














know the importance of strength and rigid- 
ity in shank construction and wood heel 
attaching. 


Based upon sound shoemaking principles, 
Unishank and GA Wood Heel Screw 
Attaching combine to promote security to 
the finished shoe. These thoroughly tested 










Za 


methods add strength, increased durability, 
and comfort to the shoe throughout its life. 


. a * 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Root and Shoe Recorder 















for 


EVERY ONE-EVERY SEASON 


Women’s 
D‘Orsay 


Men's Opera 


Child’s 
Zipper Boot 


Women’s 
Kid Bootee 


SWAN slippers are sold by high grade 
stores throughout the country and their 
popularity is constantly increasing. We 
welcome the opportunity to serve new 
accounts, in addition to our old friends. 
Both our salesmen and ourselves will 
appreciate your consideration. May we 
send -you our new 1936 slipper catalog? 


SWAN SHOE COMPANY 


Baltimore 
N. Y. Office: 705 Marbridge Bidg. 
Wisconsin 7-8962 


Maryland 
Chicago Office: 209 S. State St. 
Harrison 5050 
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The Editor's Outlook 


[CONTINUED FROM PAGE 24] 


power that might come through a possible steel strike? 
John H. VanDeventer, editor of the Jron Age, indicates 
that peril: 


“When the steel business of America is depressed, no one 
can expect a normal measure of prosperity. For steel is the 
barometer of capital goods activity. Increasing activity in steel 
means that manufacturers and makers of thousands of long- 
lived products are facing increased demands which in turn call 
for increasing quantities of our greatest basic metal. 

“This_is the reason why every important newspaper in the 
United States carries the weekly estimate of ingot production 
as a regularly featured news item. And this is why thousands 
of economists, statisticians and business forecasters use the 
trend of steel, as expressed in this weekly index, in looking 
ahead for business planning. 

“Since the heavy hand of regimentation has been removed 
from steel and other capital goods industries by the Supreme 
Court, there has been a steady, astonishing and encouraging iv- 
crease in the rate of ingot production. Every additional ton 
of this increase means not only an additional week’s work for 
some man in the steel industry but is multiplied at least four- 
fold in employment effect in mining, transportation and in the 
subsequent fabrication or manufacture of the metal into useful 
products. 

“Thus, employment in durable goods, where unemployment 
during the depression has been greatest, is affected in multiple 
measure by steady gains in steel production. 

“Call this cause or effect, as you please, the fact remains 
that when steel prospers, America prospers; when steel falters, 
America suffers. 

“American citizens in all walks of life should ponder upon 
these facts at this time. For now less than ever in our economic 
history, should we permit the incoming tide of prosperity to be 
turned to ebb through an unwarranted and inexcusable labor 
warfare—a warfare promulgated not by the desire to right 
wrongs but to build up a dominating labor dictatorship deter- 
mined to rule or ruin. 

“The average man, outside of the industry, has too much at 
stake in steel to permit personal ambition to so disastrously 
seek such ends,” 


Retailers of shoes and general merchandise of all 
sorts have also a stake in steel if the purchasing 
power of modern workers is to be affected. If one 
steel worker strikes, four other workers must also quit 
work, for no great automobile or construction plant 
has much more than ten days’ supply of ingot steel 
in inventory. Heavy goods industries often show a 
30-time turnover on raw inventory per year. Stop 
steel and you stop everything—including purchasing 
power. No one study is of more vital importance in 
the progress of America toward better standards of 
living than this subject of sustaining a better pur- 
chasing power. 


Made Assistant Manager 


Rocuester, N. Y.—M. O. Winkler has been ap- 
pointed assistant manager in Baker’s Shoe Store, 
Rochester unit of Edison Bros. chain. Mr. Winkler has 
been associated with Edison Bros. for some time, hav- 
ing been connected with their stores in New Orleans, 
San Antonio, Des Moines and Kansas City. 

Al Becker, manager of Rochester’s Baker store for 
Edison Bros., was transferred from Philadelphia about 
six months ago. Mr. Becker has a high regard for the 
people of Rochester and the city itself. Since he has 
taken charge of the local store, they have had a very 
substantial increase in sales. 
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Shoe Vewss 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, JULY Il, 1936 


NATIONAL NEWS 





Trade Mark Law Violation Charged ™*y Production in Decline 





New York Shoe Man Arrested on Complaints of Fifth Avenue Stores 
Alleging Misleading Advertising 


NEw YorK—The first arrest in the 
campaign begun by Assistant District 
Attorney James J. Wilson, of New 
York county, to eliminate the alleged 
practices of some shoe retailers in of- 
fering for sale alleged “Fifth Avenue 
cancellations” at reduced prices in their 
shop windows, was made July 1. 

Irving Stern, who, with his wife, 
conducts Adrian’s Boot Shop, Inc., 425 
Madison Avenue, New York City, was 
arrested on a charge of violating the 
New York State Trade Mark law. 
Stern was arraigned later before Chief 
Justice Kernochan in Special Sessions, 
and paroled in the custody of his law- 
year. He appeared in Special Sessions 
Court, July 2, to answer to four 
charges of violations of the Trade Mark 
law, and, it is alleged, placing “false 
and misleading” advertisements in his 
shop window. Bail in the amount of 
$250 on each of the charges made 
against Stern was required. The case 
is called for trial September 28. 

The four charges were developed by 
Mr. Wilson before the Grand Jury on 
complaints of representatives of three 
Fifth Avenue stores, Franklin Simon 
& Co., Bergdorf-Goodman Company and 
Saks Fifth Avenue. The prosecutor 
said that investigators for the com- 
plaining stores alleged each of them 
had bought several pairs of shoes in 
Stern’s establishment for $6.95 a pair 
that had been represented on signs in 
his window as merchandise of their em- 
ployers. 

Mr. Wilson said, it was charged, that 
one pair of shoes bought in Stern’s 
place bore a trade-mark tag of one of 
the Fifth Avenue stores on which had 
been stamped “$18.50.” He described 
the practice as “window larceny.” 

In 1934 the New York Retail Code 
Authority estimated approximately two 
hundred and fifty cancellation shoe 
shops in the New York metropolitan 
area alone, and that 90 per cent of 
these were “wilfully misleading the 
public in one way or another, either by 
misbranding sock linings, or cartons, 
mispricing soles or indulging in mis- 
leading sign wording. Names of na- 
tionally-known brands were at that 
time said to have been “pirated” ver- 
batim or so closely appr>ximated in 


spelling as to hoodwink and confuse the 
customer.” 

The Commercial Frauds Bureau of 
New York County was inaugurated as 
a “legal back stop” for such practices 
as are indulged in by so-called Can- 
cellation Shops. A Commercial Frauds 
Court was also inaugurated, due to the 
instrumentality of the District At- 
torney. If facts presented warrant 

[TURN TO PAGE 52, PLEASE] 





Drought Cattle Problem 


Botton, Mass.—Leather tanners in- 
terviewed in this district are confident 
in the belief that prices of finished 
leather will not be affected by the 
drought now. prevalent throughout 
much of that portion of the West and 
Mid-West in which cattle are raised. 
Despite the drop in hide futures, which 
they describe as a price movement 
based largely on fear of what may hap- 
pen, leather prices are firm and some 
members of the trade report a fairly 
good business on sole leather and even 
calfskin. The bulk of the business done 
during the last two weeks, of course, 
has been on suede splits for use in Fall 
shoes. 

Alarmists with a lively recollection of 
what happened to the hide market dur- 
ing the 1934 drought, when cattle were 
slaughtered by the hundreds of thou- 





DATES TO REMEMBER 


Boot and Shoe Travelers Association of 
New York, Annual Outing, 30th Anni- 
versary Event, Karatsony's, Glenwood 
Landing, Long Island, New York, 

July 16, 1936 

Pennsylvania Shoe Travelers Association, 
Tri-State Shoe Mart, William Penn 
Hotel, Pittsburgh, Pa.. .July 26, 27, 28, 1936 

Official Leather Opening and Style Con- 
ference for Sprina, 1937, Waldorf- 
Astoria Hotel Sept. 14, 15, 1936 

New York State Shoe Retailers Associa- 
tion 18th Annual Convention, Hotel 
Seneca, Rochester, N. Y., 

Sept. 27, 28, 29, 1936 

Spring Style Showing, Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 

Nov. 5, 6, 7, 1936 








PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


MILLIONS OF 
PAIRS Mav, eee 


PETE slarslalgiele 











Washington, D. C.—Shoe production in May 
of this year has continued to show a definite 
drop from the production total of its previous 
month, April, and from its corresponding month 
of last year, according to the monthly produc- 
tion summary issued last week by William L. 
Austin, director of the Bureau of the Census 
of the Department of Commerce. 

The total production of footwear other than 
rubber, in reporting factories for May, 1936, 
amounted to 29,426,630 pairs, a decrease of 
10 per cent from Ap-il, 1936, and 5.9 per cent 
from May, 1935. 

A slight increase of 0.2 per cent was shown 
for the total production in the months from 
January to May, inclusive, this year, as com- 
pared with the corresponding period of 1935, 
an increase of 346,208 pairs over the 160,- 
489,733 pairs produced in this period last year. 





sands and the hides taken over by the 
government, are believed responsible 
for the short selling of hide futures 
on the New York Commodity Exchange. 
Well-informed tanners, however, point 
out that the technique of handling the 
situation then and now is apt to be 
decidedly different. 

Instead of slaughtering drought cat- 
tle (if the drought persists) it is much 
more likely that the cattle will be moved 
from the drought area into other and 
unaffected areas. As a matter of fact, 
wires from Chicago, St. Paul and other 
centers, already report the arrival of 
many cattle from dry sections, not en 
route to the slaughter house, but on 
their way to points east and north 
where pasturage is still ample. If rain 
comes in time to save pasturage the 
“cattle-kill” will be limited to regular 
meat market needs. 
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Gala Day Promised for 
Traveler's Outing 


New YorK—With but a few days in- 
tervening before July 16, the day of 
the New York Boot and Shoe Travel- 
er’s Association outing and Golf Tour- 
nament in celebration of their 30th an- 
niversary, the committee is well pleased 
with the results thus far. In the past, 
the affair was mostly centered around 
the members and the salesmen in the 
Marbridge Building, but this year they 
have had responses from the leather 
district, the jobbing district, the last 
and heel industry, and the most grati- 
fying of all, the assurance of several 
out-of-town buyers who have arranged 
their schedules so as to be able to at- 
tend the outing, which promises to be 
the best so far. 

The golf tournament will again be 
played at the Engineers’ Club, which is 
near the outing grounds, and John 
Ayling, playing a special match with 
Bill Butterworth, is determined to wipe 
out his defeat of last year by beating 
Bill, who is equally determined not to 
let him. 

For those who do not play golf, the 
committee has arranged special enter- 
tainment in the way of games and 
sports to round out the day until the 
big dinner in the evening. 

Buses will leave the Marbridge 
Building, on Broadway, between Thirty- 
fourth and Thirty-fifth Streets, at 9.45 
a. m., for Karatsony’s, Glenwood Land- 
ing, L. I., where the outing will be 
held. For those who prefer to drive, 
routes can be secured from Charles 
Havranck, secretary of the association, 
in the club rooms in the santaiegs 
Building. 


To Study Japanese Shoe Retailing 


SALEM, OrE.—Stanley King, son of 
George King, Arbuckle & King, has 


been selected by the University of Ore- AND SHOE RECORDER from time to time. 
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Staff of Shoe Form Co. Enjoys 
Stag Week-End 





Members of William DeWitt's week-end party at his Canadian camp, Bob O'Lake, with quite a 
string of the finny tribe to show for a day of sport. Mr. DeWitt is the second figure from the left. 


AusBuRN, N. Y.—The members of 
“Bill” DeWitt’s factory force of the 
Shoe Form Co. spent an enjoyable week- 
end at his Canadian camp, Bob O’Lake, 
June 19 to 21. The party left the fac- 
tory on Friday and arrived at the 
camp at 7.30 p. m., and at 8 o’clock 
broiled steak and fish were supplied to 
the hungry week-enders, with plenty of 
liquid refreshment for those who cared 
to partake. 

The sleeping question was something 
of a problem, but tents and cots were 
supplied and most of the party slept 
out-of-doors and declared that that 


was the most pleasant part of the outing. 

The next morning, at the first crack 
of dawn, three or four boatloads of the 
party were out on the lake at their 
favorite sport of fishing, returning at 
nightfall with their limit of catch. Five 
motorboats were kept busy from morn- 
ing until night and there were fishing, 
excursions among the islands of the 
lake, aquaplaning and various other 
sports. 

A tired but happy crowd returned to 
Auburn on Sunday evening with many 
thanks to Mr. DeWitt for a swell week- 
end. 








gon to represent that institution on a 
good-will tour through Japan. He is 
one of a group of honor graduates se- 
lected by various American universities 
for this important undertaking. Japan- 
ese shoe retailing in all its phases will 
be studied at length by Mr. King, who 
will report his findings through Boot 





Adds Stetson Line 


PORTLAND, ORE.—With the closing of 
the local Stetson Shoe Shop this Sum- 
mer, the Stetson business will be taken 
over by Unger’s shoe department of 
which Steve Wocos is manager. This 
shoe department is a concession and 
operated by Pessimier Bros. of Tacoma. 








FNGLAND u ALTO N “Sorte. 


WEATHER 


GSU Oe an ee 


¥ 
. e- 


1 by fibre” 










ge SE ee oe ae ee 


wes & A PT a 


oo +s. 


@nu0@®on 


SS aS aS 


veNbaivaet. Fs 


w Vt 


va. \ 











N.L.S.F.A. Elects Officers 


Detroit, MicH.—At the convention 
of the National Leather and Shoe 
Finders Association held in Detroit re- 
cently, the following officers of the 
association were elected for the en- 
suing year: President—Glenn R. Dris- 
coll of Driscoll Leather Co., Omaha, 
Neb. First Vice-president and Chair- 
man of Board of Directors—Walter 
Wendt of Wendt & Kanners, Detroit. 
Treasurer—Eugene C. Schaefer of the 
E. K. Leiber Leather Co., St. Louis, 
Mo. Recording Secretary—George 
Otis of Otis & Padley Co., Cedar 
Rapids, Iowa. 

The resignation of Secretary J. A. 
Greig was accepted, and A. Z. Fin- 
gulin, of National Leather & Shoe 
Finders Association and editor of the 
Association magazine, “Shoe Repair 
Service,” was elected acting secretary 
until further notice. Mr. Fingulin was 
also reelected editor of the magazine 
for the fourteenth time. 

George A. Knapp of National 
Leather & Shoe Finders Association 
was renamed secretary emeritus. 

The board of directors elected con- 
sists of President Glenn R. Driscoll; 
first vice-president, Walter Wendt; 
treasurer, Eugene C. Schaefer; record- 
ing secretary, George Otis; William H. 
Bremer, of Robert Graese Co., Cin- 
cinnati, Ohio; David T. Seidelson, of 
Empire Leather Co., Birmingham, Ala- 
bama; Burnett Siman, of Streett & 
Siman Co., Washington, D. C.; Louis 
A. Schencker, of L. J. Schencker & 
Co., of Chicago, Ill.; Joseph P. Dunn, 
Jr., of Joseph P. Dunn Shoe and 
Leather Co., Denver, Colo.; and Carl 
L. Gaver, of the C. F. Albrecht Com- 
pany, Minneapolis, Minn. 

One of the most outstanding events 
of the convention was the action 
taken by the convention on the con- 
templated national educational adver- 
tising campaign to promote more and 
better shoe repairing. Test cases will 
be made in various states and the re- 
sults analyzed. Based on the findings, 
an attempt will be made to put such 
a campaign over nationally. The pur- 
pose behind the campaign is to pro- 
mote the practice of buying good shoes 
and to keep them repaired. 

A clinic was held during the con- 
vention, at which several of the mem- 
bers were dressed up as doctors and 
surgeons, and the industry was “put 
on the table” and its troubles thor- 
oughly analyzed. Fourteen or 15 ques- 
tions were brought up and thoroughly 
gone into. 

New constitution and by-laws were 
discussed of the set-up and activities 
of the association. The association is 
32 years old. 

Next year’s convention will be held 
at Baltimore, Md. 

Mr. Fingulin stated that everybody 
seemed to be in a much better frame 
of mind than last year, and, with the 
exception of one or two cases, much 
better business was reported than a 
year ago. A very optimistic feeling 
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prevails and everybody seems to be 
well satisfied with conditions thus far. 





Joyce Shoe Co. Moves 


HAVERHILL, Mass.—The Joyce Shoe 
Company which makes a line of pop- 
ular-priced shoes and which was for- 
merly located at 69 Washington Street, 





IKE ROSENBAUM 


this city, has found it necessary to 
have more floor space and has moved 
to 2 Phoenix Row in Haverhill. New 
and up-to-date machinery has been in- 
stalled as well as a new line of up- 
to-date lasts. 

Reginald Scott is the owner of the 
company and also superintends the 
factory. “Ike” Rosenbaum, well-known 
in New York and throughout New 
England, is sales manager and stylist 
with New York offices located at 299 
Broadway. 


Craddock-Terry and Witt 
Hold Joint Sales Meeting 


LYNCHBURG, VA.—The Craddock- 
Terry Company and the George D. Witt 
Shoe Co. of this city held their semi- 
annual sales meeting at the Virginian 
Hotel, recently. The meeting was 
called to order at 9 a. m. and presided 
over by John W. Craddock, Jr. 

After roll-call John A. Faulkner, 
vice-president and treasurer, desig- 
nated by the local board of directors 
at its meeting on last Friday as the 
executive in charge, announced the res- 
ignation of George P. Utley as presi- 
dent and stated that the new manage- 
ment under Mr. Faulkner’s direction 
would be composed of Herbert A. Wells, 
controller-secretary, Charles G. Crad- 
dock of the Natural Bridge Division, 
John W. Craddock, Jr., and John W. 
James, heads of the two distributing 
branches respectively, and Louis F. Al- 
mond, who has charge of the merchan- 
dising department. 




















There are hundreds 
of “arch” lines, but 
there is only one 
genuine Arch Pre- 
server Shoe for Men 
THE WRIGHT ARCH 
PRESERVER SHOE 
the first and still the 
leading arch-type 
feature shoe among 
dealers, doctors and 
the general public. It 
is made EXCLUSIVELY 
by E.T. Wright & Co., 
Inc., of Rockland, 


Massachusetts. 
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S OCS JAND FOREIGN PATENTS 


TRUE TO THE LAST 


Fairy Forms are made exactly like the last over 
which the shoe is built. Fairy Forms fit into shoes 
perfectly and keep the shoe, and every detail of 
contour and design, in its original shape. 

It is important that display shoes look their best 
for they’re the shoes that are going to bring cus- 


ferior forms they lost their originality and charm. 


Order Fairy Forms today. They’ll give new life to 
your windows and counters, and make your cash 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 









If they are treed on in- 


Frankfort 
Paris Germany 
France Mexico City, Mexico 




















Obituary 


Philip E. Blum 


DANSVILLE, N. Y.—Philip E. Blum, 
73, treasurer and general manager of 
the Blum Shoe Manufacturing Co., 
Dansville, N. Y., passed away, July 1, 
in his home following an illness of 
eight months. 

He was a director of the Citizen’s 
Bank & Trust Company, Board of 
Trade and of the Rotary Club. He 
was a member of Dansville Council, 
Knights of Columbus, the Union Hose 
Company and Holy Name Society of 
St. Patrick’s Catholic Church. Born 
in Dansville January 25, 1863, Mr. 
Blum was educated in St. Mary’s 
Parochial School and the Dansville 
Seminary. Early in life he went to 
S. Louis, where after three years, he 
engaged in the cattle business in 
Texas. April 22, 1889, he participated 
in the opening of Oklahoma by the 
United States Government. The same 
year he returned to Dansville, to en- 
gage with his father, the late John 
Blum, in the manufacture of slippers. 

In 1917 he participated in the found- 
ing of the Dansville General Hospital. 
He was former director in the Dans- 
ville Cemetery Association and was 
treasurer of the Livingston County 
Children’s Protective Association. 

Funeral services were conducted 





Saturday, July 4, in St. Patrick’s 
Catholic Church, with burial in Green- 
mount Cemetery. Many representa- 
tives of the shoe trade attended the 
funeral, as well as from the United 
Shoe Machinery Corp. and other allied 
industries. 





Curtis J. Crego 


HarrispurGc, Pa.—Curtis J. Crego, 
63, well-known shoe merchant, died 
July 3, after suffering a relapse from 
a major surgical operation last Sep- 
tember, from which he was apparently 
recovering. He is survived by his wife, 
Mrs. Florence Pyne Crego, and two 
children, Byron E. and Miss Helen 
Crego. Burial was in East Harrisburg 
Cemetery. 

Mr. Crego, a member of the Harris- 
burg Chamber of Commerce, was born 
in Rome, N. Y., and learned the retail 
shoe business in Rochester. He came to 
Harrisburg in 1903 to take charge of 
the old L. W. Cook store, later going 
into business for himself at 15 North 
Third Street, at which location his 
store has been located for a quarter of 
a century. His son was a_ business 
partner in later years. 





Enco Moves Office and Factory 


Detroit, MicH.—The Enco Manufac- 
turing Company, manufacturers of 
chromium display fixtures especially 





adapted for shoe store use, have moved 
both office and factory to the fourth 
floor of the Broadway-Central Building 
here. The company, owned by J. A. 
Englander, recently sold new window 
display equipment to R. H. Fyfe & 
Company. 


C. Overman Convalesces 


NeEwaRK, N. J.—Courteneay Over- 
man of West Orange, advertising man- 
ager for Johnston & Murphy, is con- 
valescing at Orange Memorial Hospital 
from illness which has confined him 
there nearly a month. Mr. Overman is 
chairman of the horse show committee 
of the Orange Lawn Tennis Club and 
member of the club’s dog show commit- 
tee. 


Darks Sold With Whites 


INDIANAPOLIS, IND.— “Despite the 
fact that white is the leading style in 
footwear, it is interesting to note the 
number of dark shoes that are being 
sold each week,” said Ray Dorr, gen- 
eral manager of Skinner’s Inc., Shoe 
Salon. Skuffies have been going good 
in bucks, all-white and trims of blue, 
brown and black. White linens in ties 
and wide straps, fringe tongues and 
low heels, have also been in excellent 
demand. The Summer business has 
been good. 
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Butler's Tampa Store Remodeled 


Tampa, Fla.—The beautifully remodeled interior of the Butler Shoe Store here, which is a 
link in the chain of shoe stores operated in several Florida cities by Butler's, Inc. An entirely 
new layout has been installed; modernistic fitting chairs and stools of chrome spring steel, 
upholstered in leather, new carpeting, stock shelves, display counters and lighting fixtures, all 
in the modern manner, make this store one of the most modern exclusive shoe stores in Florida. 





You May Know Shoes 
But Do You Know Feet? 


(Continuation of article in June 6th issue by 
Dr. T. L. Northup, D.O., Norristown, N. J.) 


Knowledge of the anatomy and physi- 
ology of the foot and leg are of first 
importance. Interpretation of the me- 
chanics of the foot is constantly chang- 
ing and one must continually read the 
latest contributions to keep up with 
these changing opinions and must con- 
tinually be thinking these problems 
through. Otherwise there is danger of 
accepting as true very erroneous ideas 
that will shortly be discarded. 

It has been said that a certain edu- 
cator, seated on one end of a log, and 
a sincere student on the other would 
constitute a university. So it is in this 
matter of self education on subjects 
like the one under discussion. An 
ambitious shoe man on one side of the 
table and a physician or chiropodist 
on the other with a textbook of anat- 
omy between them, each trading prac- 
tical experiences with the other in the 
interest of a common understanding 
of foot and shoe problems, would be a 
postgraduate school really worthwhile. 
Articles in trade and professional jour- 
nals could be read and discussed be- 
tween them greatly to the benefit of 
each, and of the “customer-patient” 
whom they both serve. 

A recent book, “The Human Foot,” 
by Dr. Dudley J. Morton, of Columbia 
University, is the most valuable single 
volume that I have found. It is divided 
into three parts. The first deals with 
the development of the foot, and the 
second and most practical covers the 
physiology of the foot, covering the 
subjects of weight-bearing, stance, 
foot balance, locomotion and mechanics 
of the foot, both in walking and run- 


ning. This section explodes many of 
the old ideas of weight-bearing and 
foot function and proves by adequate 
research many new ideas in regard to 
the feet. The third section covers the 
functional disorders of the human foot 
and has some very valuable material. 
It is a most worth while book, well 
written and in language that is very 
plain and readable. 

The average doctor could be taught 
a few facts about fitting shoes, but 
only by sitting on the fitting stool day 
after day and studying feet and worn 
shoes, may he become proficient in the 
“fine art” of shoe fitting. So it is with 
shoe men. They may learn many of 
the factors of foot health, but without 
the years of professional training 
they would scarcely be competent to 
treat feet or make a complete diag- 
nosis, 

Let shoe men and foot specialists 
assist each other, each keeping well 
within his own field, cooperating in the 
public interest, keeping in mind that 
“Feet are the Foundation of Health.” 


Zahn Joins Hahn 


New YorK—Joseph A. Zahn, for 
the past three years buyer of women’s 
shoes at James McCreery & Company, 
Fifth Avenue, N. Y., has resigned to 
join Wm. Hahn & Company of Wash- 
ington, D. C. Prior to his: association 
with James McCreery. & Company, Mr. 
Zahn was with the M. O’Neil Company 
in Akron, Ohio, where he held a simi- 
lar buying post. 

The Hahn Company with headquar- 
ters in Washington is considering a 
plan of expansion which includes the 
addition of several stores, among them 
being a leased department at Chand- 
ler’s on Tremont Street in Boston 
which will be supervised by Mr. Zahn. 











and as innersoles they 
are essential to the 
promotion of “BET- 
TER FOOT HEALTH” 
in your store. The spe- 
cial process tanning 
used in the develop- 
ment of NEWFLEX 
PIGSKIN INNER- 
SOLES eliminates all 
burning, bulging, and 
cracking. The poros- 
ity of genuine PIG- 
SKIN permits quick 
drying, absorption, and 
retention of shape. 
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Foot Health With 
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NEWFLEX 


PIGOKIN 
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EDGAR S- KIEFER 


TANNING COMPANY 


Grand Ropids, Michigan 
223 West Lake Street 
Chicago, Illinois; Lyman P. Gutterson, 42 
Lincoln Street, Boston. Tel. Liberty 1206 


Write for Newflex Pigskin 
samples and convince yourself. 
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Women's Shoes 


KUSH-IN-EZE 


HAND _ TURNED 
FOOTWEAR 








VAUGHAN TOWLE CO. 
A division of L, B, Evans’ Son Co. 
WAKEFIELD 


LUMBARD © 


Modern Turn Shoes That Fit 
 fnal WILL NOT GAP . 
Ruby Kid New “SHORT BACK” Lasts 


In Stock Send for 


A-Ee SO.STYLES 
92.35 
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WHITE SANDALS 
IN STOCK 


Send for a Complete Bulletin 








Your last minute white orders 
can be filled now from our 
large floor stock. 

There is no scarcity of whites 
at Hannahsons. 

All popular lasts and heel 
heights—in stock—AAA to 
C widths. 


HANNAHSONS 


HAVERHILL — MASSACHUSETTS 

















General Shoe Opens 


New Factory 


LEWISBURG, TENN.—The General 
Shoe Corporation held a formal open- 
ing of a new factory building here re- 
cently and the public was invited to 
attend the open house event. Officials 
of the company with headquarters at 

. Nashville attended the ceremonies 
which were concluded with a dance dur- 
ing the evening. 


Walther Loewendahl Honored 


As He Leaves for Los Angeles 
New York, N. Y.—Walther Loew- 
endahl, chairman of the board of Tup- 
per, Inc., slipper and sandal manufac- 
turers of New York, was the guest of 
honor at a luncheon given by Arthur 
H. Tupper, president of that company. 
This luncheon, held at the McAlpin 
Hotel, was given Mr. Loewendahl on 
the occasion of his departure for Los 
Angeles, where he will make his perma- 
nent residence. At the luncheon Mr. 







WALTHER LOEWENDAHL 


Loewendahl spoke briefly, thanking the 
staff of Tupper, Inc., and the guests 
who were present for their coopera- 
tion in his direction of Tupper, Inc., 
and told briefly of his plans for the fu- 
ture. 

Mr. Loewendahl believes that Holly- 
wood has become the new style center 
of the world and that the best way to 
expand the Tupper business is to estab- 
lish a Los Angeles branch to handle the 
distribution from Denver, West, and to 
guide the styling of Tupper products 
from the Hollywood viewpoint. 

Walther Loewendahl, 2nd, who at 16 
years of age is a full-fledged shoe fac- 
tory executive, will accompany his 
father to the coast. This young man 
has been right hand man to Arthur 
Tupper during the past two years, in 
which time he has learned every phase 
of the manufacturing and distribution 
of fine footwear. Waither Loewendahl, 
2nd, will assist his father in the ex- 
pansion of the Tupper activities on the 
West Coast. 

Those in attendance at the luncheon, 
in addition to Walther Loewendahl, 
Walther Loewendahl, 2nd, and Arthur 
Tupper, were Samuel G. Krivit, vice- 
president of Boot AND SHOE RECORDER; 
J. Traeger Greenberg, vice-president 
of Julius Grossman; Sidney Goldblatt, 
of Progressive Wood Heel Company; 
Ben. Barnet, shoe buyer for Weil & 
Hartman; Irwin Levine, attorney for 
Tupper, Inc., and Bernie Bernstein, 
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TRADE MARK REGISTERED 
The perfect leather innersole 





















The original resilience 
and flexibility of Van Tan 
Innersoles is permanent— 
unaffected by conditions 


which cause ordinary in- 















nersoles to harden, curl 


and crack. 
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VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outerseles 





























Falk Levine, Harry Koomruian, Daniel 
Wax, Jerry Siegel, Flora Gershwin, all 
of Tupper, Inc. 








First Red Cross Store 
in Mid-West 


INDIANAPOLIS, IND.—The first Red 
Cross shoe store in the Middle West 
will be opened here at 30 North Penn- 
sylvania Street, by Arthur Kent, Inc., 
New York, national distributors of Red 
Cross shoes for women. 

The leased room formerly was occu- 
pied by a shoe store and has a frontage 
of fifteen feet and a depth of 100 feet. 

The entire interior and front of the 
store room are being remodeled to suit 
the new firm’s requirements. The front 
of the establishment will be a combina- 
tion of black structural glass and alu- 
minum in a pronounced modern design 
carrying out the Red Cross motif in the 
design. . 


Opens Own Shoe Store 


PORTLAND, ORE.—George D. Williams, 
manager of the Florsheim Shoe store 
here for 29 years, has opened a shoe 
business of his own under the name of 
George D. Williams Shoe Company. 

The store has been owned and oper- 
ated for the past twenty years by John 
A. Simpson. Mr. Williams will con- 
tinue to handle a complete line of Bos- 
tonian shoes for men. 
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Shoe Men at Advertising Session 





Importance of Public Relations and Study of Markets Emphasized at 
Federation Convention in Boston 


Boston, Mass.—A number of shoe 
men were interested attendants at the 
32nd annual convention of the Adver- 
tising Federation of America, held here 
during the. week of June 29, and sev- 
eral nationally known retail merchants 
were listed among the speakers. 

What the people want, how to find 
out what they want and how to put 
that knowledge to work in order to in- 
crease business may be said to have 
been the theme of the gathering—larg- 
est of its kind ever held in this city 
and the largest convention of the Fed- 
eration since before the depression. 

This feeling that businesses, big and 
little, should have closer contact with 
the consumer was well summarized by 
Bruce Barton, author and advertising 
man, when he said on the last day of 
the convention: 

“Its (industry’s) major problem for 
the future will be public relations. It 
is going to be compelled by law and 
by public opinion to conduct its affairs 
in the open; its principal need will be 
to know what the American people 
think, what they want, and what they 
are going to do. 

“We shall see much reorganization of 
boards of directors. I venture the pre- 
diction that the time will come when 
the great industrial concern will have 
on its board one or more representatives 
of the public. This representation may 
be on a revolving basis. The public 
director this year may be an Iowa 
farmer; next year a country doctor 
from Alabama; the third year a school 
teacher from Massachusetts. The pres- 
ence of this public director will be the 
living embodiment of a public conscious- 
ness.” 

The importance, not only of store ad- 
vertising in various advertising media, 
but in the store itself—windows and 
interior display—all keyed together— 
was another thought heavily stressed by 
advertising men and merchants. The 


story was told of one store which went 
so far as to see to it that every sales- 
man and every saleswoman read copies 
of all advertising prior to its insertion 
in the newspapers and signed their 
initials to a proof of the advertisement 
to prove that they actually had read it 
and were familiar with promotional ac- 
tivities in all departments—not their 
own, alone. 

The obvious lesson to be drawn by 
every merchant, large and small, is that 
the best advertising brains of the coun- 
try are convinced that too little atten- 
tion is paid to market surveys. In other 
words, merchants buy entirely too often 
without accurate knowledge of the de- 
sires and purchasing power of their 
customers—the logical result being 
mark-downs or an inventory cluttered 
with unsalable items, sizes or colors. 

The convention ended with a pledge 
of allegiance to “Truth in Advertising” 
and the adoption of the following plat- 
form or code: 

“The following copy practices are un- 
fair to the public and tend to discredit 
advertising: 

“1__False ‘statements or misleading 
exaggerations. 

“2—-Indirect misrepresentation of a 
product, or service, through distortion 
of details, either editorially or pictorial- 
ly. 
“3—Statements or suggestions offen- 
sive to public decency. 

“4—-Statements which tend to under- 
mine an industry by attributing to its 
products, generally, faults, and weak- 
nesses true only of a few. 

“5—Price claims that are misleading. 

“6—Pseudo-scientific advertising, in- 
cluding claims insufficiently supported 
by accepted authority, or that distort 
the true meaning or application of a 
statement made by professional or 
scientific authority. 

“7Testimonials which do not reflect 
the real choice of a competent witness.” 





Fyfe Staff Guest of 
N. J. Schorn Co. 


Detroit, MicH.—The entire store 


staff, of about one hundred members,. 


of R. H. Fyfe and Company were 
breakfast guests of the N. J. Schorn 
Company, leather manufacturers, last 
Friday morning. The event was ar- 
ranged to allow the store operatives to 
take a trip through the factory and see 
how leather was prepared for shoe 
manufacturing from the raw materials. 

Nicholas J. Schorn, his son Carl 
Schorn, Victor Grieshammer, and Mrs. 
Ruth Amadon, shoe stylist, were hosts 
for the Schorn tannery. Breakfast in 
the plant followed the inspection trip. 

After breakfast, the entire staff drove 
back to the store, about three miles 
away, arriving in time for the store 


opening at 9.00 A.M. The breakfast- 
tour was at 7.15 A.M. 

This event was the last of the series 
of weekly staff meetings, which were 
recently shifted from Saturday to Fri- 
day mornings by the Fyfe organization. 
They will be resumed after the vaca- 
tion season in September. 


New England Golf Tournament 


BostoN—The New England Shoe and 
Leather Golf Association will hold its 
annual golf tournament at the Wood- 
land Golf Club, Auburndale, Mass., 


Thursday, July 16. It will be open to 
the shoe, leather and allied industries. 
Play starts at 8 a. m., and there will be 
no teeing off after 4 p.m. W. H. Larkin 
is president of the association and 
Lester E. Packart is treasurer. 
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Clover Leaf 
METATARSAL PADS 


Any style—leather covered or regular. 
Fastened by tacks or adhesive. Gives you 
an additional sale at a high margin of 
PROFIT—about 50%. Quick turnover. 
Rapid Delivery. With the complete Scott 
line ANY case can be fitted correctly. 
Also made in Felt. 
Leather 
Regular 
$1.10 
1:00 
‘90 
ADDITIONAL CHARGE FOR TACKS 
OR ADHESIVE 


SCOTT'S REGULAR METATARSALS 
Sponge Rubber for McKay and Turn Soles. 


Gross 
$11.00 


The Complete SCOTT Line 
Makes The Shoe Merchant 
A FOOT-CORRECTION SPECIALIST! 


SCOTT'S TACKED METATARSALS 


Installed and adjusted quickly by means of 
sharp anchor tacks. 


ORDER TODAY 


SCOTT 


FOOT APPLIANCE CO. 
OMAHA, NEBR. 








Children's Footwear 
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MRS. cg IDEAL BABY SHOES 
Infants’ Soft Soles.. 0-3 
intermediates ...... 1-5 
Flexible Hard Soles. 2-8 


Send for In-Stock 
Catalog 


MRS. DAY’S IDEAL BABY 
Locust St. Danvers, Mass. 
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Men's Shoes 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 


Sport Shoe Leathers 


helen 


SLATTERY S 
, si] a 
it AL 


om 22 
(oxen Mera; 


An Aniline dyed heavy sueded leather 


for men’s and women’s sport 
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Fyfe's Close Auditorium 
for Summer 


Derroit, MicH.—The fifth floor audi- 
torium of R. H. Fyfe and Company has 
closed its second season, after housing 
more than 25,000 women at afternoon 
parties given by the store during the 
year. Various types of women’s clubs 
met at the store on designated days and 
were served lunches as well as given 
an afternoon’s entertainment. 

The huge increase in profitable store 
traffic was much higher than in the 
first season the year before, when some 
10,000 women were guests. The suc- 
cess of the plan will definitely call for 
its continuation next season according 
to F. E. Whitelam, display manager, 
who.is in direct charge. 
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Novel Shoe and Bag Tie-Up 


Brooklyn, N. Y.—The attractive window display in which Abraham & Straus, Brooklyn depart- 
ment store, featured a novel tie-up of shoes and the new Bradka Shoe Case in connection with 
a Cruise Fashion Show held under the auspices of the Brooklyn Eagle Home Guild on June 25. 
Shoes for every occasion were featured on a scroll display stand in the forefront of the window. 
From these shoes, ribbons led to the mate of the pair in the shoe cases which stood open in 
the rear of the display. Cards affixed to the front of each compartment in the shoe case 
described the shoe, as to its price, type and use, to the passerby. 

The Bradka Shoe Case was invented by a woman who wanted a more convenient method of 
carrying shoes on a trip. Seeing the shoe bag on her door, she conceived the idea of making 
a shoe wardrobe case which when open, could be hung on the closet door and when desired 
for a trip, could be taken down and closed, thus providing an easy method to carry her shoes. 





Buffalo Retailers Plan 
Elaborate Outing 


BuFFALO, N. Y.—An elaborate pro- 
gram has been arranged for the 27th 
annual stag outing and field day of the 
Buffalo Shoe Retailers Association at 
the Orioles Patrol Home on Ellicott 
Creek, between Niagara Falls Blvd., 
and Colvin Avenue, on August 12. The 
outing will be given, rain or shine. Ac- 
tivities will start at 11 A.M. and con- 
tinue until midnight and will include a 
floor show, a ball game, pony race and 
quoit contest. 

Harry J. Deters, chairman of the 
outing, who made such a success 
out of the affair last year, is again 
chairman this year. Retailers and shoe 
salesmen from all parts of New York 
State are expected. Last year, the ball 
game was exceptionally exciting, the 
shoe retailers nosing out the salesmen 
in a garrison finish in the final inning. 
The same teams will play again this 
year. There will be plenty of food and 
refreshments all day. 

Chairman Deters has appointed the 
following committees: 

Sports—Edw. Schellman, chairman; 
Carl Hoffman and Benjamin Etkin. 

Floor show—Clarence Lanich, Oliver 
La Reau, chairman. 

Tickets — Joseph Schaetzer, chair- 
man; George Seifert, D. J. Thomae, 
George Cooke and William Goldbach. 

Refreshments—M. Santercole, chair- 
man; Frank Fiorella, Edw. Heller and 
Fred Manning. 

Prizes—Robert Homes, chairman; 
Samuel Laufer and John I. Jacobs. 

Early announcement of the outing is 


being made so as to give all retailers 
and salesmen a chance to arrange their 
affairs so as to attend. Last year, 
Rochester was represented by a large 
number of retailers as well as other 
western New York cities and towns. 


Stores Cooperate in Advertising 


WATERTOWN, WIS.— The Wickener 
Shoe Shop cooperates with a number 
of other stores in issuing a cooperative 
four-page circular to advertise the big 
monthly Fair Day in Watertown. 

In this thriving city, Fair Day brings 
farmers for miles around to Water- 
town to sell their hogs, cattle, sheep, 
chickens, dogs, etc. The city teems 
with buyers and sellers. Naturally the 
stores do a thriving business and bar- 
gains predominate. 

The cooperative circulars are sent to 
more than 10,000 people in this area. 
The idea means that mailboxes on rural 
routes dd not become clogged with 
many individual firm’s circulars; in- 
stead, one general circular on the 
event is received by rural boxholders 
and this large circular is read eagerly. 
Many a farmer’s wife decides to come 
to Watertown with her husband to shop 
after reading the Fair Day circular. 


Simpson Opens New Store 


PORTLAND, ORE.—In the shoe business 
of this city for more than a quarter 
century, John Simpson opened late this 
June a new shoe store at 733 Southwest 
Washington Street. This newest retail 
shoe outlet is the latest step in a shoe 
career running back for the past 26 
years. 
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Soothe em AND YOU’LL Sl biesil 


Seat your patrons comfort- 
ably, in attractive surround- 
ings, and you'll sell more 
shoes. Modernize with McKay. 
It’s America’s Smartest 
Chrome Furniture and just 
as comfortable and economi- 
cal as it is good-looking. Write 
for new catalog. The McKay 
Company, McKay Building, 
Pittsburgh, Pa. 


MOiKAY “Posture -Line 





QUICK HELP FOR 
SHOE RETAILERS 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 
“rock bottom” facts. ...It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 
to his requirements. ... 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all “meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for-Shoe Selling, Display, Stock-keeping 


No. 430-3 and No. 431 
Smart Shoe-Store 
Combination 


Advertising Ideas 


Merchandising Ideas 
Employer-Em 
Ideas That 


loyee Ideas 


Ideas to Attract Children 


Anniversary Sale I 

Spring and p ... , = 
Voting Contest Ideas 
Mailing List Ideas 

Dollar Day Ideas 
Mother’s Day Ideas 
Hosiery Ideas 


39 Chapters 
337 00 


D3? 


PAID 
Please re- 
mit with 
order 


239 West 39th Street 


Prize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 


ake Stores More Attractive 
Ideas That Attracted Christmas Crowds 
Ideas for Merchants Who Get Together 


Cash, Credit and —" Ideas 


2222 ideas, seven for a cent; one used 
more than pays for the book 
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Fall Fashion Leaders Step Forth 


[CONTINUED FROM PAGE 20] 


you’ll notice. Which corresponds exact- 
ly with the date of Fall shoe opening, 
already proven successful. 

However, an aggressive, well-planned 
promotion program (preferably cooper- 
ative) is essential to get public interest 
aroused early and to create new num- 
bers of style conscious customers. If 
you drift into Fall your customers will 
be equally disinterested. Lacking the 
urge, they’ll simply wait, perhaps for 
weeks, before buying. Then they’ll be 
so late they can get along the rest of 
the season without buying any more 
shoes. 

Whether the cooperative promotion, 
or a one-store campaign is used, the 
new Fall style story should be clearly, 
dramatically told. 

Instead of a generalized style story 
or a cold, formal announcement, let 
both ads and windows be planned to 
dramatize the patterns, colors, materi- 
als, lasts and heels of the new style 
shoes. 

Later on, style coordination, shoes 
for occasions, shoes to freshen Summer 
wardrobes, and so on may be used, but 
the week of August 15 can best be de- 
voted to a series of style articles, ads 
and displays covering the shoes them- 
selves. 


- Accessories need not be neglected, but 
they should be made secondary to the 
shoes. 

Where a cooperative section is used 
in the Sunday papers (or Saturday’s) 
preceding National Fall Shoe Opening, 
August 15, the various subjects can be 
covered in a series of articles, appear- 
ing on various pages, in columns ad- 
joining the display ads of the partici- 
pating stores. 

A still better idea would be to use 
a cooperative page, or ad, on each of 
five days beginning Friday, August 14, 
or Monday, August 17, giving a new 
illustrated chapter each day until the 
five subjects are covered—patterns, ma- 
terials, colors, heels, lasts. The effect 
would be so dramatic that it would set 
the whole community talking. 

A smart arrangement would be to 
tell the style story each day in a center 
space in the page, and surround it with 
individual store ads, uniform in size, 
and style, and all of them in keeping 
with the style article. 

Note that this idea can be applied 
whether two or more stores cooperate, 
and in whatever space is practical. 

If desired, the fashion articles can be 
kept uniform in style and size, so that 
reprints can be made, the five articles 


being stapled together with or without 
an appropriate cover, for distribution 
by various stores. 

The same idea—the shoe style story 
in five chapters—can be developed in 
the window displays. Let each partici- 
pating store develop the idea in its own 
way. Then give prizes, based on votes 
by the public, who are invited to view 
all the displays to learn the style story 
of Fall shoes, then vote for the displays 
they consider deserving of first, second 
and third place on cards provided for 
the purpose. 

Imagine a typical display—a neutral 
background in Fall tones of tan, made 
of Compo or Upson board, and painted 
up with orange and brown. Against 
this, the cut-out lettering—National 
Fall Shoe Opening, 1936. 

In a central unit would appear shoes 
and a descriptive card, showing and 
describing briefly the outstanding pat- 
terns of the season. To one side an- 
other group featuring colors, and on 
the other a group giving the materials. 
Front and center would be two groups, 
placed to feature the lasts and the 
heels. With each group would be a 
card telling the style story. 

Such a display would have the atten- 

[TURN TO PAGE 50, PLEASE] 
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SEND FOR J 
SAMPLES: 


Guaranteed all wool 
Pressed finish 
SPATS FOR MEN 
Popular Priced Lines 


FRANKLIN MANUFACTURING CO., 
FRANKLIN 
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Dancing Shoes and Taps 











TAP 
DANCE 
SHOES 
@ 
In 
Stock 
Women’s $1.55 eo 
Misses’ $1.45 
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Misses’ $1.50 A-B-C 22-8 1Ya-2 
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—— OWENS SHOE Co. == 
—— 28 Goodhue St., Salem, Mass. —— 
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LABELS 





"Che Label makes the Package”, 
TOLMAN.DAVIDSON ADVERTISING PRESS 


Boston, Ma 











R. M. Janda Manages 
Ground Gripper Shop 


Des Moines, Iowa—R. M. Janda, 
formerly of Omaha, Neb., has come to 
Des Moines, to manage the Ground 
Gripper Cantilever Shoe store at 306 
Eighth Street, succeeding R. M. Bunce, 
who has gone to Chicago. 

Mr. Janda has been with the com- 
pany in their Omaha store the past 
six years, and in the shoe business six- 
teen years. He has spent the entire 
time in Omaha with the exception of 
one year with a shoe firm in Chicago; 
therefore he starts his work here with 
a wealth of shoe experience. 

The Des Moines store is the only one 
in the state belonging to the Ground 
Gripper Cantilever Shoe Co. 
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Fall Fashion Leaders Step Forth 


[CONTINUED FROM PAGE 49] 


tion of almost every woman who saw 
it—and you can be sure every style- 
conscious woman would give such a 
display some real study. 

Such a display would not be forgot- 
ten quickly either. If you continued to 
be equally careful and thorough in all 
your displays you’ll have interest, at- 
tention and SALES all season long, for 
such displays build business, as well as 
prestige. Another point of interest is 
the small cost of such display com- 
pared to the ornamental type that em- 
phaszes the decorations more than the 
shoes. Watch your trade journals and 
Fashion magazines for articles that 
support your style predictions. 

To complete the tie-up dress up the 
store interior in Fall atmosphere and 
arrange displays to stress the occasion 
and the new style features of the shoes. 
Even tan ribbon badges printed in 
brown, “National Fall Shoe Opéning,” 
will help to put the idea across. 

Right here I want to reemphasize the 
importance of “interior tie-up.” Shoe 
stores can well take a lesson from de- 
partment stores. When an event is ad- 
vertised, you'll almost always find the 
department all dressed up for the occa- 
sion. Not expensively, always—but ef- 
fectively. The keener the store, the 
more attention they give to this point 
—and they make it pay. 


Whether the style show should be 
made a part of this promotion depends 
upon local circumstances, The accu- 
racy of style forecasts make it possible 
to dramatize style coordination in com- 
plete costumes on models, much earlier 
than was formerly possible, or to show 
shoes in a stage setting that conceals 
all but the feet and lower legs of the 
models, as shown several times in Boot 
AND SHOE RECORDER, with cards or a 
speaker to suggest the clothes for which 
each shoe style is intended. 

But you must be sure to do an accu- 
rate job on style coordination, which- 
ever plan you may use; otherwise do 
not attempt it. 

Invitations to your store’s select cus- 
tomer list to come and see the first new 
shoes of Fall are suggested. The degree 
of formality depends upon the type of 
store you have, 

With the successes of two previous 
Fall openings as precedent, and condi- 
tions pointing to a broader interest than 
in many years in early purchase of 
shoes for occasions, every store in 
America that handles style shoes should 
participate in National Fall Shoe Open- 
ing, August 15, as a means of building 
prestige and increasing early sales to 
a bigger than ever group of style-con- 
scious customers. 





Once Tabloid Writer; 
Now a Shoe Man 
[CONTINUED FROM PAGE 28] 


iron banister painted in Chinese red. 
On the main floor is a show case and 
wrapping counter made in one unit. The 
counter is of white maple finished in 
buff striping. The street floor is 15 x 50 
feet, while the basement occupies 50 
feet square. The store is carpeted 
throughout, red, black and buff colors 
predominating. 

The club rooms in the basement have 
acotile flooring and the color arrange- 
ment is Spanish red, powder blue and 
white. The leather upholstered benches 
have a seating capacity for 32 persons. 
A rest room and executive office are 
downstairs also. 

Hosiery and handbags are handled. 
The men’s department features shoes 
in the popular-priced range and me- 
dium brackets. The children’s depart- 
ment features a nationally known line 
and the women’s department a line of 
feature shoes. 

The store was opened officially by 
Town Commissioner E. D. Ballentine, 
who cut a ribbon at the entrance and 
handed the keys over to the proprietor. 
The store layout was supervised by Eu- 
gene McMurray, architect, of Union, 
N. J. The interior decorating was de- 
signed by Mr. Brown and carried out 
by Gus Holder of Newark. 

Mr. Brown is only 25 years old and 





for six years owned stores in Asbury 
Park, N. J. He was formerly a feature. 
writer for the New York Daily Mirror 
and is a son of the late Louis Brown, 
well known in the shoe industry for 
many years. The store manager is Ed- 
ward Apter, formerly of L. Bamberger 
& Co., Newark, who is assisted by 
David Steinberg. There are three extra 
salesmen. 





Schorn Co. Increases 


Directors’ Board 


DetTroIT, MicH.—The N. J. Schorn 
Company, leather manufacturers, has 
increased the board of directors from 
three to five members, Mr. Schorn 
stated this week. The new members, all 
prominent Detroit capitalists, include 
Elon G. Weaver, production manager 
of the Plymouth plant of the Chrysler 
Corporation; Mark H. Coleman, for- 
merly secretary of the American Auto- 
mobile Trimming Company; George 
Sheldrick, president of the Midwest 
Tool Company; and William Bonthion, 
former resident partner of Price, 
Waterhouse and Company. 

Mr. Coleman also succeeded Lawrence 
Brown, who represented the Carl E. 
Schmidt interests, as secretary of the 
company. 

The company was working overtime 
to get out a number of rush orders 
over the month end, Mr. Schorn stated, 
although it has not been necessary to 
add a regular extra shift. 
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DIDN’T I SEE IT HERE? 


MANUFACTURER: Why didn't you stock our line of whites instead of Blank & Co.'s? 
MERCHANT: Why didn't you let me know about it? 
MANUFACTURER: | did send you an announcement. 


MERCHANT: | must have overlooked it; but it's your own fault. WHY DIDN'T | SEE YOUR AN- 
NOUNCEMENT WHERE I'D NEVER OVERLOOK IT? | never miss anything in Boot and Shoe Recorder. 
| can't always wait until your salesman comes around if | find myself in need of a new style. | can't afford 
to tie up to any one manufacturer, either. The market is too much diversified for that. | can't wait to 
write to eight or ten manufacturers to find out whether or not they have what | need. | look in the one 
place where I'm most apt to find what | need . . . and it practically never fails me. 


MANUFACTURER: But | have about all the outlets established that | need. 
® MERCHANT: Stop kidding yourself. No outlet is ‘established’. I've been with you a long time, but | 


am not so firmly established that you didn't lose my white business this season. ‘ll bet you've lost 
others, too. | like you. | like your line; but | need more continuous information about it. You can 


reach me in Boot & Shoe Recorder each week. YOU HAVE FIFTY-TWO CHANCES A YEAR TO 
REMIND ME OF WHAT YOU'RE DOING. 


SET A NEW SALES PACE WITH SALES SPACE 


BOOT AND SHOE RECORDER 


239 West 39th Street New York, New York 
A Chilton Publication 





When writing advertisers please mention Boot and Shoe Recorder 
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Riding Boots 
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Trade Mark Law Violation Charged 


[CONTINUED FROM PAGE 41] 


such action, cases are held for Special 
Session of the Grand Jury. 

Section 2354, Sub-Division 3, of the 
Penal Law, State of New York, reads in 
part: A person who knowingly sells, or 
keeps, or offers for sale an article of 
merchandise to which is affixed a false 
or counterfeit trade mark, or the gen- 
uine trade mark, or imitation of the 
trade mark of another, without latter’s 
consent ... is guilty of a misdemeanor 
and punishable for the first offense by 
a fine not less than $50.00, nor more 
than $500.00, or imprisonment for not 
more than one year, or both. 

Section 2352. Imitation of Trade 
Mark Defined. An imitation of a 
trade mark is that which so far re- 
sembles a trade mark as to be likely 





ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 


Write for new catalogue to the 
English Bootmakers 


MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 

















Moccasin Shoe Popular 
With Men 


HARTFORD, CONN.—Mr. Mildern, shoe 
department buyer for Horsefall’s, one 
of Hartford’s most exclusive stores for 
men, said that men are finding the 
moccasin type of shoe exactly to their 
liking. He prophecies that even after 
Summer, when leisure types of foot- 
wear are naturally at their best de- 
mand, the men will adhere to this style. 
Its comfort will be something they will 
not willingly put aside with Summer 
days. 

In reply to an inquiry whether men 
purchased more than one pair of shoes 
at a time, he said “Very seldom. That 
does not mean, however, that the 
average man does not have two and 
a three pairs of shoes in his ward- 
robe.” 





Completes Major 
Remodeling Program 


PITTSBURGH, Pa.—Sears-Roebuck and 
Company completed an eight weeks’ 
renovation and enlarging program at 
its North Side store here, completely 
modernizing its shoe departments and 
adding on many new lines. J. B. Drake, 
manager of the store, reports that the 
new windows will be used quite fre- 
quently for shoe displays. $14,000 has 
been spent in remodeling work. 


James Hartman Convalescing 


CuiIcaco—James Hartman, of Fash- 
ion Bilt Shoe Co., Pontiac, Ill., was 
operated on recently for appendicitis. 
He is convalescing now in the Evangel- 
ical-Deaconess Hospital, Chicago, and 
in a few weeks will return to the road, 
calling on his friends and customers 
throughout his territory, from Chicago 
East. 


100 Per Cent Shoe Convention 


JOHNSTOWN, PA.—June was a month 
of shoe conventions, with the National 
Volume Shoe Manufacturers meeting 
at Chicago, followed by the Boston 
Style Show, then the Ohio Shoe Re- 
tailers Convention at Cincinnati, the 
California, Northwest, Illinois and 
Wisconsin meeting. But the Glosser 
Bros. Department Store shoe conven- 
tion held at the Hendler Hotel, Johns- 
town, Pa., was one where every ex- 
hibitor sold shoes. 

Starting at 5 p. m. Thursday, June 
18, Harry Domesek, shoe buyer at 
Glosser Bros., and his assistant, Ben 
Fisher, worked with no less than nine 
shoe salesmen and three rubber sales- 
men, and when last seen at 2 a. m. 
Friday, June 19, were still going strong 
and writing sizes. As an instance of 
real consideration for and cooperation 
with visiting shoe travelers, the fol- 
lowing wish to thank Mr. Domesek and 
Mr. Fisher for their efforts to get 
through with each of them and allow 
them to leave for their homes during 
the week-end: 

A. W. Pranz, Weyenberg Shoe Co.; 
Harry S. Drake, Mound City Shoe Co.; 
“Duke” Byers, H. C. Godman Co.; 
G. Bigg, H. Jacobs & Son; Ben Teas- 
dale, Advance Shoe Co.; H. Myers, Fein 
& Glass; Dave Solomon, A. G. Walton 
Co.; Tom McGovern, L. V. Marks Shoe 
Co.; Wm. J. Kennedy, Hill Bros. Shoe 
Co.; M. Finnell, U. S. Rubber Co.; 
L. W. Knodler, B. F. Goodrich Rubber 
Co.; M. Rickert, Mishawaka Rubber 
Co. 





to induce the belief that it is genuine 
whether by the’ use of words or letters, 
similar in appearance or in sound, or 
by any sign, device, or other means 
whatsoever. Derivation — Penal Code 
Section 368, as amended L. 1882, Ch. 
384. 

Section 2351. Affixing Defined. A 
trade mark is deemed to be affixed to 
an article of merchandise which is 
placed in any manner upon: (1) 
The article itself: or (2) a box, bale, 
barrel, bottle, case, cask, or other ves- 
sels, or package, or a cover, wrapper, 
stopper, brand, label, or other thing 
in, by or with which the goods are 
packed, enclosed, or otherwise prepared 
for sale or distribution. Derivation— 
Penal Code Section 367, as amended 
L. 1882, Ch. 384; L. 1904, Ch. 492. 





Great Britain's Newest 
Shoe Store 
[CONTINUED FROM PAGE 17] 


can shoes are being fitted and sold in 
this extraordinary footwear establish- 
ment in London. 

The shop was designed by H. Sim- 
cock, L.R.I.B.A., architect and sur- 
veyor to Dolcis, Ltd., and the front 
—carried out in bronze metal and stain- 
less steel by E. Pollard & Co., Ltd.— 
consists of island showcases and double 
windows from the ground to the mez- 
zanine floor. 

Inside, the shop is divided into three 
departments: lower ground floor, Eng- 
lish Department in the charge of Mr. 
Mills; ground floor, Continental De- 
partment, managed by B. Harrop; and 
mezzanine floor, devoted exclusively to 
American shoes, the manager of which 
is R. R. Deans. The color scheme of the 
mezzanine and ground floors is beige 
and brown. In the English department 
the chairs are a cheerful red. The in- 
terior column castings, which are 
among the most distinctive features of 
the shop, are cream cellulosed flutings 
with stainless steel strips between. 

Shoe stores everywhere today are be- 
ing modernized and beautified as never 
before, and American retailers may 
look not only to the up-to-date stores 
of their own metropolitan centers, but 
to London, Paris and other cities of 
the Old World for ideas and inspira- 
tion. All of which points to progress 
and proves the increasing shoe con- 
sciousness of men and women the 
world over. 





Elected to Ad Club Board 


MILWAUKEE, Wis.—A. G. Heinmiller, 
advertising manager for the S. J. 
Brouwer Shoe Co., has been elected to 
the board of governors of the Milwau- 
kee Advertising Club. Mr. Heinmiller 
has been active in the affairs of the 
club for a number of years. 
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Booking Offices in 





In PHILADELPHIA 


, three generations distin- 
guished visitors to Philadelphia have preferred 
the comforts of this hotel... its noted cuisine... 
and the spirit of its service. Rates begin at $3.50. 


Air-Conditioned Restaurant 


BELLEVUE STRATFORD 


One of the few Famous Hotels in America 
CLAUDE H. BENNETT, General Manager 


New York: 11 W. 42nd St., Longacre 5-4500 
Pittsburgh: Standard Life Building, Court 1488 


Clip Holders 


not fall over. 


One Dozen 
Half Dozen 

















Merchandising Aids 


These items will help you to effect a 
professional window trim. 


for Price Tickets any angle. It may be placed 


The Polly Shoe Holder is 
perfect for displaying the 


and fibre-soled shoes. Will : 


soles of golf, arch, branded 


(Check with order, please, unless C.O.D. preferred) 


BOOT AND SHOE RECORDER 


Merchants Service Department 


209 South State Street, Chicago, Illinois 


This adjustable clip tilts at 


anywhere on the shoe, or on 
the floor. It is non-rustable. 


One Gross @ $4.00 
Half Gross @ $2.25 


\ 


@ $3.00 
@ $1.65 


Shoe Holder 














July Ads Tell of 
Sales and Summer 
[CONTINUED FROM PAGE 82] 


included in the sale. [Illustrations of 
four or five of the leading styles also 
helps the newspaper reader, who may 
not have occasion to pass your store 
and see what’s on display in the win- 
dows, decide whether or not your sale 
will be of interest to her. 

These are typical bits of current sale 
copy that is practical and helpful to 
customers. And since the modern ob- 
jective in all sorts of sales promotion 
is to help the customer to buy, it fol- 
lows naturally and logically that spe- 
cial sale advertising should perform 
this service. 

Of course all July advertising isn’t 
sale advertising. It is the time of year 
to talk of vacation shoes, of beach foot- 
wear, outdoor sports shoes and all sorts 
of Summer footwear for country and 
town. In fact those are good themes to 
emphasize throughout the month, even 
in sale advertising. But if you can 
promote some of these important groups 
of seasonable footwear at regular 
prices, even while you are disposing of 
your odds and ends and broken lines at 
clearance, then your profit possibilities 
are so much the greater. For the profit 
on every pair sold at a regular price 
will help to average up the markdown 
on another pair of sale shoes. 


Ankle High Trotteur Shoes 
Launched in Hollywood 


Los ANGELES—Fashion writers rep- 
resenting newspapers and magazines in 
Los Angeles and Hollywood saw the 
premiere of something new in fashion 
July 2, when Ruth H. Kerr, style an- 
alyst of Calf Tanners’ Association in- 
vited them to a cocktail preview of 
new “Trotteur” shoe styles for late Fall 
and Winter in the Rose Room at the 
Hotel Ambassador. 

Such a fashion presentation is unique 
in Southern California news circles 
since so few first showings outside the 
studios are offered there. In addition 
to fashion writers, publicity women 
from the major studios also came for 
the showing. Designers of the studios 
were also given the opportunity of see- 
ing the new models, many of which are 
appropriately named for the pictures 
now in the making or in the cutting 
stage prior to Fall release. 

The Trotteur shoes are of Paris in- 
spiration, made in New York and 
launched in Hollywood, and represent 
original interpretations in all types of 
calf leather, of ankle-high models which 
are expected to be so important for 
Winter promotion. As a body the audi- 
ence rejected the terms “boots” or 
“booties” for the new shoes and voted 
for the name “Trotteurs” to describe 
the new models. 


Dolores Del Rio, the beautiful Colum- 
bia star, was photographed in her 
dressing room while she was inspecting 
the new models brought to the studio by 
Miss Kerr. Miss Jean Muir stopped 
for a few minutes from fashion picture 
poses to chat about the new styles and 
be photographed with the representa- 
tive of the shoe and leather trades. 


Drought Cattle Kill 


WASHINGTON, D. C.—“Much of the 
livestock has already been moved in 
some areas but the livestock drought 
situation thus far has not assumed 
critical proportions,” says George E. 
Farrell, Divisional Administrator of 
the AAA, after a personal inspection of 
the drought area. However, estimates 
have been asked for the processing of 
165,000 head of cattle at a purchasing 
price of approximately $5,000,000. 

Committees from the Tanners’ Coun- 
cil have been in Washington, conferring 
with the Agricultural Department, so 
as to be prepared in case the drought 
becomes more serious. Whether the 
cattle will be processed into fresh meat 
and the hides put on the open market; 
or whether the meat is to be canned 
and the hides held in storage, as in the 
ease of the previous drought, is a mat- 
ter still to be decided. Packers and 
country slaughter houses have not re- 
ceived a surplus amount of cattle as 
yet due to the drought conditions. 
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Modernistic green and 
coral flower on pale green 
board. 














CARD HOLDERS 


Oval base—burnished gold— 
three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supplied with annual services. 
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Everyone Passing 


is a Possible Prospect 


SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 

each month for men's, women's, children's shoes, 

women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. 


tickets available. 


Samples of in-stock 


WITHOUT STORE NAME: 6 dozen, $1.10—1I2 dozen, $2.00 


WITH STORE NAME: 


MERCHANDISING AIDS 


Pory Cup 


for Price Tickets 














Polly Clips 


for Price Tickets—Adjustable— 
Tilt at any angle. 


MOONE: 5. 6 ve ocdicine nocd $2.25 
{2 gross UE ROE Ty $4.00 
Polly Shoe Holder 


To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 


Recorder Stock Record 
Tickets 


for shoe cartons. Cyclone clips 
included: 


ee 


100 tickets, $3.00—200, $65.00 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 























(Cross out 
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SPECIAL: 


Combination of one gross Pol 
Clips and one gross 
$5.00. 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted; or, duplicate stock cards for your 
other window—gratis. 

EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 


CARD 


SHOW 


We sell Men’s, Women’s, Chidren’s Shoes and Women’s Hosiery. 





lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


SPORE AA EO—oaaaaoaBh4hQO0o)oaoamamL—ahQESaShS@@@@OWMWVVQ@BWH@H]H>>>——— 
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SERVICE | MONTHLY Tickers 


Ne. | 





subscribers 





ANNUAL 
additional 


- per year, payable 
per month. 


$. 





card holders. 


foreign 


Ne. 3 


we agree to pay $1.00 


month 
each month’s service deliv- 








$5.00 

Ne. 2 4.00 100 
3.00 
2.28 


Ne. 4 


For this service we will pay 
service, 5% discount. Checks 
must be drawn on U. S. 
banks, or include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
ered, and agree to return the 


cash in advance, full year’s 
from 

















der, 
per 





FOR 








FOR ITSELF + IN BOO ES OF 
INCREASED BUSINESS 2 - ESE 


/Micl (ofr Vow! 209 hase ST) CHICAGO+ILL: 


Cheek, with order, please, unless C.0.D. preferred 


g MERCHANTS SERVICE DEPARTMENT 
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---, consisting of 
--. card holders (with 


the first month’s service), 
-.. IMPRINTED 


at 35¢ per fifty, 


additional. 











for Card Service 


“R”: Pale yel- “Qo” Whit “p» Whit 
low board. De- neerds p Acer te beast, Design 
sign in me- in two shades in turquoise 
dium blue. of green. blue and rose. 


Please enter our order for 
TICKETS, 


the Recorder “Selling Mes- 
sages,’’ beginning with JUNE, 
continuing monthly for one 
blank tickets each month, 


year, 


yellow 
greea 


po deep coral Size: 1/2” x 234”—Prices on opposite page. 
design. 
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SALESMEN WANTED | SALESMEN WANTED FOR SALE 
For Chicago ant See ees, —— by = the eS ana peel For Sel HOES RUBBERS, ie 
known wholesale houses selling a line of ladies’ novelty shoes. ice range reta " a " ‘or e—S 
High 1 ll t We h tablished trade in the territory but . 
canes for ‘a leper verume. Oniy, ae wih real ability and experience and oatanl vesubte of GYM SHOES at low prices. Allied, 


selling in this territory need a 
our Fall line immediately. 


apply. Give all details, r 
of business in your first reply which will be kept strictly confidential. Pave are ready to start with 
Address E841, Care 

BOOT & SHOE RECORDER, 239 West 39th Street, New York, N. Y. 


tions and volume 





Jobbers, 
2011 W. Sist Street, Chicago, Illinois 








SALESMEN WANTED 


A large well-known wholesale house is 
open for a few good live wire salesmen 
of experience in selling ladies’ novelty 
footwear, also sports types to retail from 
$2.00 to $4.00. Several territories in 
which we have an established business are 
- for men with real ability, as we 
t to i our t volume. We 
will be glad to hear from you only if you 
state in first letter (in strict confidence) 
complete experience . . . give refer- 
ences, past connections and volume of 
business done in territory for which you 
are applying. 
Address E842 Care 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 














SALESMEN—Carry side line St. Louis manu- 
facturers’ in stock quality stitchdowns popu- 
lar prices. Retailers, department stores, jobbers. 
All territories open. Commission basis. Tobin- 
Hamilton Co., Inc., 1240 Chouteau Ave., St. 
Louis, Mo. 





SALESMEN to represent prominent manufac- 
turer of hard and soft sole boudoir slip; 
Following territories o aon: Pennsylvania, Ohio, 
Montana, Virginia, Virginia, Maryland, 
Kentucky, Arkansas, Nebraska, Iowa. Strictly 
commission basis payable weekly. State full 

gy he in first letter. Address E-834, care 
Boot & Recorder, 239 West 39th Street, 
New fore non. ve 





SHOE salesman, now employed, who is thor- 
oughly familiar with Chicago territory to con- 
tact accounts in placing line of men’s quality 
shoes on consignment plan. Give full particulars 
in your % Address E-835, care Boot & Shoe 
Recorder, 209 South State St., Chicago, I 





Sane ot of New York City, for 
chain, ars ye oy and jobbing trade, popu- 
lar prices, soft so! slippers, commission 
basis only. "Address E-837, care Boot & Shoe 
ee 239 W. 39th Street, New York, 


. 





OLD established Wholesaler wants high grade 
experienced salesman to handle, as_ side 
line, $2.00 and $3.00 retailers—Men’s Dress 
Shoes made by well known manufacturer, also 
Work Shoes and Slippers. Single man pre- 
— References required. ll territories 
pen. Address E-838, c/o Boot and Shoe 
Secasiler, 140 Federal St., Boston, Mass. 


ATTENTION 


NEW YORK’S largest In Stock House specializing 
in the country’s foremost line of women’s novelty 
shoes to retail at $2—has following terri- 
tories open: 
VIRGINIA, WEST VIRGINIA, ILLINOIS, KEN- 
TUCKY, _ IOWA, TENNESSEE, MISSOURT. 
Do not write unless you are 100% experienced with 
long stablished following in the territory. 
We want only live-wire hustlers who are accustomed 
to earn $5,000 and more per year. 
Write giving all information in strict confidence. 
Address E836, Care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











SALESMEN to handle manufacturer’s line of 
Spats as sideline—easily and quickly 

sented—references. Address E-839, care Boot 
f Shoe Recorder, 209 South State St., Chicago, 





SALESMEN WANTED. Middle western man- 

ufacturer of pre-welts, sizes 2 to 12 carried 
in-stock, desires to hear from high grade sales- 
men interested in a profitable infants’ and chil- 
dren’s sideline. State territory covered and 
references. Address E-840, care Boot & Shoe 
Recorder, 209 S. State St., Chicago. 





SALESMAN for North and South Carolina. 

Fast line of in-stock $2 and $3 retailers 

Ladies’ novelties and arches, Commission basis 

only. Give details and references first letter. 

ea Ds Company, 19 N. Fourth St., 
ila., Pa. 





SALESMEN wanted for the following states: 

Wisconsin, Indiana, Iowa, Illinois except Chi- 
cago. Must live in territory and own car, also 
have established trade. Children’s shoes stocked 
in Chicago, Pre-Welts, Stitchdowns, MeKaye: 
priced and styled for volume business. Stra: 
Commission—No Drawing. Non-confli s 
line no objection. References. Address E-843, 
care Boot & Shoe a ea 239 West 39th 
Street, New York, N. Y. 





WANTED TO PURCHASE 


SHOE store wanted: write full information; 

will consider CASH transaction if reasonable. 
Address E-828, care Boot & Shoe — 
239 West 39th Street, New York, N. 








USED X-ray Machine—Good Condition. Ap- 
wa. | ag Dept., Quackenbush Co., Pater- 





IDEAL SHOE PLANT 
For Sale 
Worcester, Mass. - 


3 floors and basement 
30,000 sq. ft. Heavy Construction 
Address E-804, care BOOT & SHOE RECORDER 








140 Federal St., Boston, Mase. 





A KING or Shoe Shining Machine, com. 
— 65.00. Lovett Brothers, Winchester, 





LINE WANTED 





LINE of men’s welts, years of experience 

selling South Shore shoes in the Metropolitan 
district, sample room complete in the “Heart 
of New York.” Best of references from cus- 
tomers and manufacturers. Geo. S. a 553 
Marbridge Bldg., 1328 Broadway, N. Cc. 





POSITION WANTED 


SHOE- -SALESLADY wants position in small 

city or community in California or Western 
Coast, very experienced in ladies’ and children’s 
shoes. Six years with large shoe store in East. 
Address Miss Morton, oo Office Box 627, 
Santa Barbara, California. 








HELP WANTED 


WANTED experienced shoe men to qualify as 
managers and assistants. Excellent oppor- 
tunity. ‘Apply Janis Jay’s Shoes, Buffalo, N. Y. 








Dickinsan Opens Detroit Office 


Detroit, MicH.—Bruce Dickinson of 
Credit-Cary Shoe Company, which has 
not hitherto had a Detroit office, has 
opened a new office on the sixth floor 
of the Griswold Building, adding one 
more office to the center of Wholesale 
Row. 








mum charge 75 
address should be counted. 
Classified advertising is payable in 





The rate for “Position and Lines Wanted” 


CLASSIFIED ADVERTISING RATES 


advertisements is 4 cents per word for all undisplayed advertisements. Mini 
lassified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
EB Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@eg 


In all other cases each word of the 


Minimum charge, 3125. 








an | 





loy 
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WANTED TO PURCHASE BUSINESS OPPORTUNITY MERCHANTS’ NEEDS 























Buyers of Surplus Stocks Money in Foot Correction— 


We will buy surplus or entire stocks of shoes BE A TECHNOPEDIST There’s a Proven 
from manufrs bbe yA ga Our graduates are building successful nage a 


i” furnished at low cost. Easy terms. Write. 
106 Duane St. New York THE TECHNOPEDIC INSTITUTE “LOST SALES”’ 
Phone WOrth 2-5377 and 5378 665 Broad Street Newark, N. J. 











Give your cus- 
tomers—even the 
WE BUY . “hard - to - fit” — 
Entire or Surplus Wholesale and Retail shoes that fit per- 
8. Also, Branded Shoes such as fectly and comfortably 
0 eim, 








ity, Arch Preserver, p- “Gualtty, Vibos- and you’ve made not 
tonians, Stetson, Red Cross, Nunn Bush, Ete. only sales but permanent 
customers. It can be 
89 Reade St. ' rn | done by making shoes 
Phone Barclay 7-7887 New York City ; conform to the foot .. . 
, scientifically and _ satis- 

factorily . . . with the 


ee DUNDE DE.- 
CASH FOR BRANDED SHOES | VICES. They’re 
Men’s, Women’s—Faetory or Retail inexpensive 
Wanted: Soma “Fett, ote, Nann-Bush, Boe: Lek ond pangee: te 
tonian, Walk-Over, etc. 7 use, 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 5181 














Write for 
complete de- 
tome, NOW. 


HIGHEST CASH PRICES . . or take 
PAID o advantage of this 


sooner | |rerme cive¥ OU aripil| saison 


MAX GLAUBERG . i 1 
56 Lispenard Street, New York City “VE never worked in any hote 


Phases Canal €-0000 where the management tried 
eS DUNDE RESHAPING DEVICES, Inc. 
Se ee 13 East 37th St., New York, N 





$35.00 
F.0.B. New York City 

















Your car is “en at oe fox by an 
expert garage atten ours is one 

Eby New Manager at Evans’ Store of 700 comfortable rooms—each with eee 
bath and shower, running ice water, 

Pomona, CAL.—Robert Eby is the full length fag _— ot eed bay 
new manager of the shoe department wey, center 4 Baltimore’s busi- INCREASE 
at the John P. Evans Men’s Store, 269 You yo ge wee 


= 

West Second Street. He comes to Po- s i 1% Maryland cuisine in any of YOUR SALES 
5 
= 














mono from San Bernardino, Cal., where ChsSe Senet seuianeue 
he was assistant manager of the shoe 
department at the Harris company 


store for two and one-half years. Hott! L 0 R D WITH 


For one year Mr. Eby was manager SCIENTIFIC 


f h d rt t in FI taff, SHOE FITTING 
ein, aime department im Fisesiat, | SA Oa 
THE BRANNOCK DEVICE 


year traveling for the Nunn-Bush Shoe 
Builds Sales - Saves Time - Simple - Accurate 


$5.00 single rate — from 3 3 %, 


Company, whose line is featured by the 


’ Arch Length - Toe Length - Width - ALL at once. 
John P. Evans Men’s Store. . In all our years of experience in fitting 


Mr, Eby succeeds Grady Shirley, : sss, we ave pa nomen 
former manager, who has gone to Mo- | J. L. Hudson Merchandises fa ag 


i Hundreds of dealers are increasing sales and build- 
desto, Cal., to open 8 business there. Full Line ing a reputation for expert — — Brannock. 
rite for Descriptive Folder 


BuFFALO, N. Y.—Joseph L. Hudson, | | :24,list,p shoe fastorlet offering Brannock Devices 


merchandise manager for the men’s and RANNOCK DEVICE CO. 
Baker Shoe Store boys’ shoe departments of the J. L. wee SYRACUSE, N. Y. 


. ene Hudson Co., division of Adam, Meldrum 
en & Anderson Co., has been given mer- 
ITTLE Rock, ARK.—A York modern | chandising supervision over the wo- 
air-conditioning system is being in-| men’s and children’s footwear and H.C Godman Opens 
stalled in the Baker Shoe Store, 504 | hosiery departments of the store in New Headquarters 
Main Street, it is announced by Robert | addition to his other duties, it was an- PITTsBURGH, Pa—H. C. Godman 
A. Fink, manager. The system will| nounced at the executive offices. This | Company Catentiom. Chhé. hae opened 
generate 4000 cubic feet of conditioned | is a newly created position. Mr. Hud- | their new headquarters at Hotel Henry, 
air per minute to the store. A novel | son formerly was president of the J. L. | 3rd floor. Mr. Phil Byer, Pennsylvania 
feature is that the system’s design al-| Hudson Co., before its consolidation | representative, will be in charge and he 
lows the doors to remain open for con- | with Adam, Meldrum & Anderson Co. | stated that since the new office was 
venience of customers despite the air | He was elected a director of the store | opened he has had a continual increase 
conditioning. last Spring. in business. 
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Life and Art 


“Life is short and Art is long.” 
—RHippocrates. 
Life is short and Art is long. 
None claims all the glory. 
Each must write with purpose strong 
His part of the story. 


Life is short and Art is long. 
Take no shaded byway. 

We must march to common song 
Up a common highway. 


Life is short and Art is long. 
Each must challenge error, 
Finding truth, defeating wrong, 
Slaying blight and terror. 


Life is short and Art is long. 
Each must do his duty 
In his day. So come’s life’s song, 
And the new world’s beauty. 
Clarence Edwin Flynn 





Norman's Inc., Adds Space 


Detroit, MicH.—Norman’s, Inc., 
downtown shoe store, expanded on 
Wednesday, July 1, when the store 
took over a store adjoining, formerly 
occupied by the Red Robin Hosiery 
Shop. The new space will continue 
to be operated as a hosiery shop at 
the present time by Norman Rosen- 
berg, who owns the store, but a new 
store name will be adopted tempo- 
rarily. Minor remodelling is going on 
at present. 

Plans for a general remodelling, and 
cutting through the wall for future 
expansion are under consideration, but 
have not been definitely decided upon. 
A new long-term lease was signed 
July 1 for the older store space, and 
the addition protects the store for pos- 
sibilities of future growth. 

Definite decision to remodel the orig- 
inal store, by increasing shelf space 
and increasing the number of chairs 
at the same time, has been made. This 
will be done next month. Enlargement 
is necessary to handle increased busi- 
ness. é 

The new addition will add about five 
hundred square feet to the store space. 

Commenting on styles, Mr. Rosen- 
berg stated that the store is showing 
a definite lead still in whites, with 
sales about equally divided between 
straight leather and linen shoes in 
this popular Summer color. Varied 
colors appear to be less popular than 
in the past season. 





Biltmore to Open Manchester 


Factory 


MANCHESTER, N. H.—The Manches- 
ter Chamber of Commerce announces 
that the Biltmore Shoe Company of 
New York will open a factory in Man- 
chester in the near future and plans 
to begin with an output of 1000 pairs 
of shoes daily. The company was in- 
duced to locate in Manchester through 
the efforts of Maj. Francis P. Murphy 
of the J. F. McElwain Company. 
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A Buying Guid 


BOOTS AND SHOES 


CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass..............0.ccccecucececece 48 
COON, Wt, Gis Rochester, MOOV 62 i eee BS 7 
ENDICOTT-JOHNSON CORP., Endicott, N. Y...0. 0.0... 0 cece cc ccc ccleuccucucees 4,5 
GREEN SHOE MFG. CO., Boston, Mass... 0.0.00... cece cece ccccccueucceus Back Cover 
HANNAHSONS SHOE CO., Haverhill, Mass........... 00 ccc cece ccc ccccccccecuuce 46 
JARMAN SHOE COMPANY, Nashville, Tenn... 0.0.0.0... 0. ccc ccc cece ceuceewes 33 
JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo........... 0c. eeeeee 25 
KIRKENDALL BOOT CO., Omaha, Neb................. ccc ccc cece ce eecceceeeeves 52 
LUMBARD SHOE CO., Auburn, Me................ ccc cece ccc cccccscccacccccvcces 46 
MANFIELD & SONS, Philadelphia, Pa... 0... ccc ce cece cece ee eeuceneeees 52 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass...............0 cc cee cccceceees 48 
COVRIES SPUGee MgO, WADERS aio iso o oo k ccnd sein idieinia's $5 6's 0 Sa isleta ch cles d 50 
PETERS SHOE COMPANY, St. Louis, Mo... 0.0.0... cece cee cece cece eeececeeueees 8 
SWAN SHOE COMPANY, Baltimore, Md.... 0.2... 00. ccc ccc ccc cece nec eecaueues 40 
UNITED STATES RUBBER PRODUCTS, Inc., New York City.................. Front Cover 
VAUGHAN-TOWLE CO., Wakefield, Mass.... 0.0.0... .cc ccc eec eee vecceceeeuseuees 46 
VORP ee en Ts WI a Bs hoon ek ES eases bd eadics Gecwobeeaceuea 1 
WRIGHT, E. T., & CO., Inc., Rockland, Mass........... ccc ccc cece ee cee ce eeeeeeeeues 3 


LEATHER AND OTHER MATERIALS 


ALLIED KiD—Quaker City Div., Philadelphia, Pa..... 0.0... eee eee cece eens 34 
COLONIAL TANNING CO., Boston, Mass...........0.. 0c cece ccc ccc eee tceeeeees 6 
EDGAR S. KIEFER TANNING CO., Grand Rapids, Mich..............0ccceceeeeees 45 
ENGLAND WALTON DIV. A. C. LAWRENCE LEATHER CO., Boston, Mass........... 42 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis.... 0... 0... 0... c cc ccc eee cee cee ees 31 
HUBSCHMAN,-E., & SONS, Philadelphia, Pa...... 2.2.0... cece cee eee eee 2nd Cover 
MISTER MARTI Gc ORTON, FIBER. ooo 5 kk oe be bcc csih ce cccvcd cele ccvewescscccans 21 
RICHARD YOUNG CO., New York City... 2.6.0.2... ccc cece ccc cece ee eeeeeeeees 37 
SETGN LEATHER CO... Newark: Noi Sic... eck ce rice cc cece tecepecdcvinccssy tens 2 
SET IN isa A ook oe cot ca taccccccacd 00 VeadeetsScavedbes 48 
SURPASS LEATHER CO., Philadelphia, Pa.... 2.00... 00. cece cece eee eee eee eeeee 37 
VAN TASSEL LEATHER CO., Norwich, Conn........ 0.0... c cece eee cee eeteeceeeeees 46 
ZIEGEL-EISMAN CO., Boston, Mass....... cece cece cee cee cece eee cece eeeeeeeeees 37 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


SPAULDING FIBRE CO., No. Rochester, N. H...... 0.00. cc ccc cee ce cee eee eeeee 3 
UNITED LAST COMPANY, Boston, Mass.............00. ccc ccc ccceeccevcuueucees 26, 27 
UNITED SHOE MACHINERY CORP., Boston, Mass............0...ccccceueeeveee 29, 39 


STORE EQUIPMENT AND FINDINGS 


BRANNOCK DEVICE CO., THE, Syracuse, N. Y...... PAR PEPE PUTS sige oe e 57 
DUNDE RESHAPING DEVICES, INC., New York City... 0.0.0.0... 00 ce cece ee cee eee 57 
FRANKLIN MANUFACTURING CO., INC., Franklin, O...........00000..: cece eee 50 
McKAY COMPANY, THE, Pittsburgh, Pa....... 2.00.6 cece eee ee eens 49 
SPATE, HABE ers GIN TEN ec cco cers tent ede covedesebdre 3rd Cover 
SCOTT FOOT APPLIANCE CO., Omaha, Neb.............0 0c c ccc ce eet eee eee 47 
SHA PEG GO, Hae I Maia oi ie Ch oa vive bv edict y nhs 8 og obs day cies ye ene GR 44 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City......... 0.00: c cece cece eet n eee ee tenes 57 
HOTEL BELLEVUE-STRATFORD, Philadelphia, Pa........... 00... c ccc cece eee eee ees 53 
MOTE. Girt, Cincinnall, Ohi6..6. 655 cs ans ceed ede eee ecaas taettew ideas 49 
HOTEL LORD BALTMORE, Baltimore, Md... ....... cece ec ce cece eee e eee eeeee 57 
RVING RUSTING, New York Clty o.oo ni cic cc ccc cectg eset ccc ct es tera cevesteuesers 57 
KIRSCH-BLACHER CO., INC., New York City... 00... ccc cece cece ee tenet e eens 57 
MAX GLAUBERG, New York City. 0.0... . cic cc ccc cece cere cece rece erent eens 57 
TECHNOPEDIC INSTITUTE, Newark, N. J........ ccc cece ec cee cee cece eee teen nes 57 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass...............-.-- 50 
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& surely as the leaves fall in autumn, romance 


returns to town for its fling on city pavements. 


Romance, wearing its best fall clothes, and shoes of 
kidskin, newly smart this season, For the complete 
approval of young adventurers, promote kidskin at its 


best, in the rich, warm browns of McNeely tannage. 


Her Shoes oie 8 His Shoes é oe 


called “Boots” by Palter De 


Liso, the designer, are of 


McNeely Marrona Brown 
Kid, No. 25 with tips 
and heels of brown lizard. 


designed by Hanan on a 
modified custom last, are 
trim - looking, resilient, and 
easy to wear, in McNeely 
Dapper Brown Kid, No. 28. 


MCNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Sts., Philadelphia, Pa. 





Vol. CIX 7 


20, BOOT AND 
atter November 23, 


hia, Pa. Entered as second class 


I Chestnut and 56th Sts., ew 
SHOE RECORDER, ees every Saturday by Chilton Company (Ine.), 8 an fit: SF Fe, Beeed 2 | 


1932, at the Post 


Office in Philadelphia under Act of March 8, 1879. 
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AUTHENTIC AND VERY IMPORTANT x 


297 RUST © 277 CHAUDRON 


BROWN PATENT BY COLONIAL* 


It is written in the cards this year that Rust and Chaudron will be as important to volume sales as ham 
is to eggs. These two colors show to what degree of perfection and authenticity of tone Colonial is 
equipped to finish patent leathers. Rich, warm, glowing colors they are... and long-lived colors. 


They retain their sleek, mirror-like finishes as long as the shoe is worn. Colonial Tanning Company, 


Boston, Massachusetts. 


STYLE 2290 
Design Patent #99997 


Made of Colonial Patent 
by PREMIER SHOE COMPANY 


FOR THE BEST PATENT LEATHER SHOES 





When writing advertisers please mention Boot and Shoe Recorder 








BOOT AND SHOE RECORDER, July 18, 1936 


Jarman Returns to the Air 
in Greatest Advertising Campaign in 
History of the Men’s Shoe Industry 





Coast-to-Coast Network Series, Featuring 
Six FREE PACKARDS, Starts Sept. 15th 





DEALER FRANCHISE INCREASES IN VALUE 
AS COMPANY ANNOUNCES NEW PLANS 


@ Here is an opportunity for every retail shoe dealer 
holding a Jarman franchise to cash in this Fall and 
Winter as never before! 


_ Inspired by reports showing a tremendous increase 
in dealers’ sales of Jarman Friendly ($5) and Frank 
Jarman Custom Shoes (most styles $6.50), the 
Jarman Shoe Company has just completed arrange- 
ments for one of the greatest advertising campaigns 
in the entire history of the men’s shoe industry. 
Broad enough to reach into every nook and corner 
of America, powerful enough to win thousands of 
new customers—this campaign is a natural, both 
for those merchants who have established them- 
selves as Jarman dealers, and for the merchant who 
is looking for a brand of nationally known quality 
and rapid turnover upon which he can build for 
the future 


NBC Network and Affiliated Stations 


Backbone of the campaign will be a series of 
weekly radio programs, each taking up a full half- 
hour, over one of the largest Coast-to-Coast Net- 
works ever used by any national shoe advertiser. 
Negotiations have already been completed with the 
National Broadcasting Company whereby it agrees 
to deliver the entire NBC Basic Blue Network plus 
a long list of other powerful affiliated stations 
located in major cities throughout the nation. 

The program itself will be known as Jarman 
“Portraits in Harmony.” The first half-hour pro- 
gram will go on the air Tuesday night, Ss 
15th, from 10:30 to 11:00 P.M., Eastern aylight 
Saving Time (8:30 to 9:00, Central Standard Time; 
7:30 to 8:00, Mountain Time; 6:30 to 7:00, Pacific 
Time). Not content with one orchestra and group 


WRITE JARMAN SHOE 


of entertainers, Jarman has arranged a musical re- 
view in which thirteen of America’s most famous 
orchestras will participate, a different orchestra 
holding the spotlight each week. 


6 New Packards FREE 


High spot of each program—and of the ae 
new local advertising campaign now being prepare 
for Jarman dealers—will be the awarding of SIX 
NEW PACKARD 120 SEDANS in a consumer 
contest that will draw thousands of customers into 
Jarman dealers’ stores. One Packard will be awarded 
free every second program, "aeeee with the pro- 
gram of September 29th. This contest will be 
announced on the air from coast-to-coast, and will 
be featured in one of the most complete selections 
of dealer helps and advertising material ever made 
available to retail merchants. 


Plan Now to Cash in on Your Jarman Franchise—and 
the Big $1,250 Cash Prize Contest for Retail Clerks 


If you already hold a Jarman dealer franchise, 
plan now to cash in on this tremendous opportunity 
to win new customers and sales! Complete informa- 
tion regarding the progress of the om will be 
given regularly in the ‘Jarman Radio News’ to- 
gether with details of the dealer advertising material 
and the $1,250 cash and other valuable prizes to be 
awarded in the big Jarman Retail Clerks’ Sales 
Contest. 

If you do not hold a Jarman dealer franchise, we 
cordially invite you to write for complete informa- 
tion. Never before has a men’s shoe manufacturer 
given his dealers such tremendous backing! NOW is 
the time to tie in!’ 


FOR DETAILS OF JARMAN DEALER FRANCHISE 
CO., NASHVILLE, TENN. 


Division of General Shoe Corporation 





When writing advertisers please mention Boot and Shoe Recorder 
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— hidden from view — 
yet highly important 


to the comfort and ap-. 
pearance of any shoe 


* 


tata 
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P gee you know the true story of 

amazing rise of HEALTH 
SPOT SHOES—and the startling 
things these shoes have achieved for 


countless shoe-crippled feet, you will 
agree that the development of 


Gate Ss AND LEAPED FORWARD 
the airplane. r woe ‘ | 1.000 YEARS IN 4. 


FORWARD surging civilization demanded— 
and science answered. High speed streamlined 
trains — automobiles revolutionized — these were a 
part of the answer, and Americans responded 
gratefully and with enthusiasm. Now—the most 
vital transportation of all—the feet! Science 
has answered with HEALTH SPOT SHOES. 
America has responded with amazing enthusiasm 
that has voiced itself in soaring sales and repeat 
sales! 


“ean os 


_y THE PROFITS > 
OF PROGRESS 


EALTH SPOT SHOES won 

their astonishing public acceptance 
during the worst four years of depres- 
sion. Today, production mounts at a 
dizzy pace. America has been quick to 
appreciate the greatest advance in shoe 
construction in more than 1,000 years. 
HEALTH SPOT SHOES prove 
their comfort — their banishment of 


foot ills—their exclusive body-rebuild- 
J he left is the ‘ 
NN EALTH SPOT. Doesn’ ting values, almost at once. Wearers 
the full tell others. Wearers come back and 
buy again... thus HEALTH SPOT 
i hi : : 
% i ‘Ind you wilt ceal- SHOES are sweeping America— 


ime iny ‘nese Sheard Pouring real profits into the pockets 


and surpassing in repeat of dealers. 
orders. 


KlEW MaNhit SPOT DEALER PLAN 
REVOLUTIONIZES REAM shoe bling 


More than 50 new HEALTH SPOT DEALERS attended the July Classes of the Orthopedic Institute 


School. This great school—hailed by industry as an outstanding advance in merchandising—is only 
one feature of HEALTH SPOT’S profit-making Dealer’s Plan. Our Foot and Shoe Research Agency 


provides dealers with a complete merchandising and advertising service—window displays—a proven 
profit-making budget control—personalized consumer letters—all these help HEALTH SPOT DEAL- 


ERS to leap to the forefront of successful dealers in their respective communities. 


Write for the full story. A post card will do. Learn the opportunities which HEALTH SPOT SHOES offer 
everywhere. Send today—no obligation, of course. 


MUSEBECK SHOE COMPANY 
DANVILLE ______Writefor catalogand price list ILLINOIS _¥ 
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4470—Brown Suede and Patent 
Pump, 19/8 Continental Heel. 
Sizes 3/9, Widths AA/C.. $2.00 
4469—-Same in Black Suede and 
Patent. 


4474—Brown Suede and Patent 
Pump, 17/8 Continental Heel. 
Sizes 3/9, Widths AA/C.. $2.00 
4473—Same in Black Suede and 
Patent. 


4471—Black Suede and Patent 
Two Button Pump, 17/8 Conti- 
nental Heel. Sizes 3/9, Widths 


4472—Same in Brown Suede and 
Patent. 


4456—Brown Suede Swing Strap, 
19/8 Continental Heel. Sizes 3/9, 
Widths AA/C ........... $2.00 


4455—Same in Black Suede. 
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WITH SUEDE FOOTWEAR 
IN-STOCK 


gsc ie designing by the Endicott-Johnson 

Style Studios, superb craftsmanship by skilled 
and careful shoemakers, the use of quality leathers 
and materials, combine to produce fine footwear 
that is incomparable value in its price range. 


Yet, all this is not enough. In addition to these fine 
production facilities it is most important that the mer- 
chant large or small, be able to obtain shoes quickly 
when he needs them. For this purpose Endicott- 
Johnson maintains a complete and comprehensive 
in-stock department which is always ready with the 
right shoes, at the right price, at the right time. 





4475—Black Suede and Patent 
Side Buckle, 17/8 Continental 







Heel. Sizes 3/9, Widths AA/C. 4478—Brown Suede Two Buckle 
$2.00 Pump, 13/8 Cuban Heel. Sizes 

4476—Same in Brown Suede and 3/9, Widths AA/C ....... $2.00 

Patent. 4477—Same in Black Suede. 
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239 West 39th Street 


OR COST PER 
INTERVIEW 





I. would be ideal if every one of your salesmen could interview 
each of his prospects and customers once a month. There isn't a doubt but 
what the resulting business would swell your volume. But—there are two good 
reasons why salesmen can't call that often. 


First—it would be physically impossible. 
Second—the cost would be prohibitive. 


There's only one practical way to reach every one of your prospects every 
week, or as often as you wish, and that is by telling your story in the pages 
of Boot and Shoe Recorder— 


—And Boot and Shoe Recorder is the Most Inexpensive way to reach this 
great market, for at a cost of slightly more than one cent each, your message 
will be read by the right people—the buyers—in more than 12,000 well-rated 
shoe and department stores. 


FORTIFY YOUR SALESMEN WITH RECORDER ADVERTISING — 
AND YOUR SALESMEN WILL ROLL UP BIGGER VOLUME FOR YOU. 


SET A NEW SALES PACE WITH SALES SPACE 


SHOE RECORDER 


New York, New York x 


A Chilton Publication 
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The NEW 
U.S.ROYAL 


Stays on better 
..-Looks better 
Wears Longer 


LL THESE FEATURES 


BLIND NAILING ES ins re ore > q p unce....NEW CONSTRUCTION 
OF INSERT, provi 
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Boot & Shoe Mc 


USKIDE 
The Wonder Sole for 
Wear. Uskide Soles, Sol- 
ing and Toplift Material are 
‘not only waterproof but 
remarkably long-wearing. 
Popular ... Profitable. 


REGENT 
Heels with Washers — 
popularly priced—the new 
modern design. 


Additional U.S. Shoe Products are: . 
1. Laflex Mid-Soling. 2. Kralex UNITED STATE 
Inner Soles. 3. Insolex Inner Soles. 1790 BROADW 


| 


When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, July 18, 1936 





Number 301—Lace Oxford in 
Evans Ruby (Black) Kid. Atlas 
Last. Arch Support Counter. 
Leather Orthopedic Heel. 


Number 305 — Blucher Ox- 
ford in Evans Ruby (Black) 
Kid. Atlas Last. Arch Support 
Counter. Rubber Orthopedic 
Heel. 


Both styles by 
M. A. PACKARD CO. 
Brockton, Mass. 


A PROVED CORRECTIVE SHOE 
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Making a comfort shoe, 














Packard uses kid. And not just any kid, but Evans Kid. There are good and sound 





reasons for this choice. Because Evans Kid is manufactured in the world’s most 
modern tannery, the processes of cleaning and tanning and finishing have been 
perfected to the highest degree. That’s why Evans has a deep color penetration 
and permanence of tone, an amazing resistance to “pulling out” that’s so necessary 
in this type of shoe — and in all shoes. That’s also why Evans Leather is 100% uni- 
form in color . . why it has a fine, lasting finish. It adds a distinct factor of beauty 


and value to any shoe in which it is used. John R. Evans & Co., Camden, N. J. 


MADE OF A PROVED KID .... EVANS 
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THE KID WITH A DEFINITE SALES INFLUENCE 
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| In Shoe Retailing, as in the Fox Hunting it’s PERFORMANCE that counts 













When Natural Bridge Shoes 
are Sold... they STAY Sold 


Natural Bridge 

ee 

with TRU-POSTURE 
FEATURES 


f lhe Field 


ONE OF OUR FALL STYLES 

IN STOCK JULY 15 FOR FALL SELLING 

4509 — Black suede Berber 

[‘ every pack there is one dog that is fleeter of yp omic yy —— 
foot and surer of scent! He’s a PERFORMER ry ¥ r’ rye 

... “The Class of the Field” ...He’s the dog that $3.25. : 


catches the fox. 4510—Same style, sizes 


and price in brown 


In shoe retailing there are PERFORMERS too! suede. 


4 4508—Same style, sizes 
4 They are the merchants whose styles are fleeter, and price in broun kid. 
: 3.15. 


whose style sense is surer . . . who sell Natural 
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4507—Sa 
Bridge Shoes . . . they tell us that the added points sees Ue et 
3,00. 


of style, smartness and fitting qualities in Natural 
Bridge Shoes have put them out in front and kept 


















All proven fea- 
tures for rational 


Foot Health Selling 







them there. 


See our new /laturat Bridge line for Fall. A card 
or wire will bring a salesman with proof of 
remarkable performance by Natural Bridge 
retailers. 











Most styles to retail at $5 A few at $6 
WELTS - SILHOUWELTS - UCO SEALON PROCESS 


Natural Bridge 
Snoemakers 


Division of Craddockh-Terry Company—Lynchburg, Va. 
ALSO MAKERS OF THE FAMOUS Billiken TRU-POSTURE JUVENILE SHOES: 


























